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How to Tap Contract and Consumer Hardware Markets 


WESTERN DEALER EXAMPLE-——PAGE 34 





Lufkin stars all 3 year-round 
“best sellers” in Hardware Week 1961 


BANNER 50’ MEZURMATIC RED END 6’ 
Steel Tape Tape Rule Wood Rule 


No. HW223 Ke No. W7210 * No x46 $ * 
Reg. $5.49 C Reg. $1.98 h Reg. $2.50 
Suggested mens Suggested ne Suggested — 


Retail Retail 


Retail 


Push-button action blade pulls. out The carpenter's favorite wood rule! Has 
Clad® line. 16” center markings. Foot smoothly. Press button and it returns 6” brass extension for inside measure- 
markings in red. Blade glides easily on automatically, without whiplash. Release ments. Extra-heavy hardwood . sections 
double rollers. Folding end hook meas- button and it stops dead. Jet-black mark- coated with plastic. Rustproof; riveted 
ures from 0. Vinyl-covered steel case ings on exclusive White Clad line. 16” . joints. Bold, black markings imbedded 
Heavy-duty, flush-folding rewind handle center markings. ¥2” x 10’ featured in wood. 16” centers marked in red 


Packed $ * Packed $ * Packed $ * 
1 per carton (eM ol=) ator T a cola) 6 per carton  ~ 


Bold, black markings on exclusive White 





| oY -¥-) LY gn O83 | | oY-¥-) [-Y gin OF 3-4 3 Dealer Cost 





*Hardware Week only. Prices to be withdrawn March ‘31, 1961 


Special Exclusive: 


All three will be featured in the colorful 1961 Hardware Week 
ad spectacular in The Saturday Evening Post. And they’re the 
only measuring tools that will be! Plan now to feature all 3 
Lufkin Tools in your Hardware Week program .. . and stock 
up for year-round selling. Call your Lufkin wholesaler today. 


, WHY STOCK TWO UF, TIN 
WHEN ONE WILL DO-I/F IT'S... 
SAGINAW. MICHIGAN 
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Homeshield’s new Privacy Panel System offers 
Dealers big-profit package sales! 


BIG-PROFIT PACKAGE 
INTRODUCTORY OFFER 


Initial introductory offer made available 
to dealers who act now: “Introductory 
Packs” will be shipped direct to 
dealers. Check with your distributor 
now. Make sure he is aware 
of your order placement .. . or 
write to Dept. A, American 
Screen Products Company, 
Chatsworth, Illinois. 





HOMESHIELD® 


PRODUCTS 


the most advanced Home 
& Yard Products 


Complete 6-foot unit comes in 
convenient consumer carry home 
package. Includes 8 individual 
aluminum pre-painted baked enamel 
sections, cross bars, and brackets, 
screws and assembly construction 
sheet. Mr. Dealer . . . how easy 

can this be? Send coupon and get 
full details now! 
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The all new Homeshield Privacy Panel is slated to be 
the hottest thing this summer. It promises to be 

the answer to your customers’ wants for more 
outdoor living . . . in PRIVACY. It’s practical, 
versatile and expandable. Ideal around Patios, Pools, 
Carports, Play Areas, Sun Areas .. . acts as a wind 
breaker or hide-all. Components for six foot wide 
section come in convenient carry home package. 


AS ADVERTISED IN BETTER HOMES & GARDENS 


Including BH&G Home Building Ideas Annual, BH&G Garden 
Ideas Annual and BH&G Home Improvements Ideas Annual 


Instruct Your Secretary to send this Coupon Today to: 
AMERICAN SCREEN PRODUCTS COMPANY, Dept. A, Chatsworth, Illinois 


Please send more information on Homeshield Privacy-Panel 
System and special introductory Profit Package Offer PW-100 
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Marlite Golden Fleece and Lace patterns for 
wash-and-wear interiors with a decorator’s touch 


These four new Marlite patterns with their fleecy 
cloud effect and lacy gold veining will give any 
interior a fresh contemporary look . . . provide 
new opportunities for building and remodeling 
profits for you. 

Each one features the famous soilproof Marlite 
baked melamine finish that resists grease, stains, 


mars-—even heat! And unlike many “finished” wall 


panels that dull with age and damage through use, 
Marlite’s hard, dent-resistant surface stays like new 
for years with an occasional damp cloth wiping. 

All these new panels are available in 4’ x 8' sizes, 


%22" thick. Get the complete profit story from your 
Marlite representative, wholesaler, or write Marlite 
Division of Masonite Corporation, Dept. 241, 


Dover, Ohio. 


4 ® 
Marlite plastic-finished paneling 


ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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Mar. 5-7—Tenn. Bldg. Mtl. Assn., Peabody Hotel, 
Memphis 
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me Retired icanndediemeyamenmeane magazine to focus attention on the most profitable business 

Mar. 26-38 Louisiana Bldg. Mtl. Dirs. Assn., Capitol methods used today by dealers and wholesalers. It is one of 
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Mr. Patrick H. Hoy, President, Material Service Division, General Dynamics Corp., Chicago, III. (left) with Stephen Feller, his Dodge Representative. 


“We trace the bulk of our orders to Dodge Reports’’ 


“Dodge Reports are the basis of our operation and 
our primary method of keeping informed on new 
or planned construction,” says Mr. Hoy. “We’ve 
relied on them ever since we started in business in 
1919. There is no other source of information so com- 
plete, and we trace the bulk of our orders to them.” 

As one of the world’s largest building material sup- 
pliers, Material Service operates within a 100-mile 
radius of Chicago. “Dodge Reports come to our gen- 
eral sales department,” Mr. Hoy explains, “where they 
are studied by a top official who routes them to the 
district sales manager of the territory suggested in 
each report. We also buy duplicate copies of these 
Reports and send them for follow-up to each of our 
departments — ready-mix concrete, brick and tile, pre- 
stressed concrete, roofing materials and so on, each of 
which has its own sales force. These secondary reports 
serve the double purpose of keeping our top people 
up-to-date on new developments and improving our 
chances of getting orders by covering a job from more 
than one department.” 


*. w. OOOGE 


ft DODGE 


reports 


119 W. 40th St., New York 18, N.Y. 


CORPORATION 


Circle No. 3 on Handy Cover Card 


“Our sales staff calls repeatedly on potential cus- 
tomers — architects, owners, contractors — before and 
during planning stages, and at the moment bids are 
let out. So you can see why we wouldn’t want to try 
doing business without the accurate, advance news 
Dodge Reports give us every day.” 

Dodge Reports can give your company this same 
advance information—tailored to the exact territories 
you serve — at surprisingly low cost. For full informa- 
tion, use the coupon below. Or consult your telephone 
directory for the Dodge office (in over 80 principal 
cities) nearest you. 


fa eeieenetnanenendeeneenedlcmnnedtiameseimeneenleetnadn aaa eee eee nen ocean eee ccineaceetall eee 
F. W. DODGE CORPORATION 


Construction News & Statistics Div., Dept. AL-21 
119 West 40th Street, New York 18, N. Y. 


I'd like to receive your free booklet “How to Get 
More Business in the New Construction Field” and 
details on how Dodge Reports can help me increase 
volume and profits. 
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THE EDITORS’ VIEWPOINT 


Congratulations! 


Attendance records were broken at many of the January and Febru- 
ary lumber and building materials dealer conventions this year. Deaiers 
jammed almost every clinic on shell housing, components, financing 
and home improvement. Exhibitors were delighted at the dealer inter- 
est in new products. 

Congratulations are due to the regional association people who cre- 
ated these successful shows. But congratulations should also be given 
to the dealers themselves for seeking out new ideas and new products 
in such numbers. 

Building Materials Merchandiser also notes the intensified interest 
in better merchandising and management. Inquiries from readers about 
articles and reprint orders have increased during the past few months. 


If there is any one reason why sales and profits will start climbing 
again this year, it will stem from the way in which building materials 
dealers and wholesalers are adapting new control methods and more 
aggressive salesmanship to offset the general business decline. 


A Child Will Lead Us 


There have been many pages of editorials and field reports in this 
magazine describing the trend among dealers to control sales by be- 
coming builders or developers, at least to the point of offering to 
builders a package of building materials rather than selling individual 
materials off list. 

One of the most appropriate “editorials” on the subject has come to 
our attention through the courtesy of A. Fletcher Marsh, chairman of 
the board for Marsh & Truman Lumber Co., Chicago. 

It’s a brief essay entitled “What I Want to Be When I Grow Up,” 
written by Richard Johnson, Jr., son of Richard Johnson, owner of 
the Johnson Lumber & Supply Co., Palos Park, Ill. We print it here 
in its entirety—for your sober reflection: 

“When I grow up, 1 want to be a lumber man, I will have 
a big lumber company with every kind of wood and supplies 
you need to build a house. I will have trucks and a tractor and 
a lumber lift. 


“1! would also like to be a contractor. | would build houses 
and even build apartment buildings. | would have an office 
and I would hire a crew of men. 


“So 1am going to have two jobs when I grow up. 1 am going 
to be a lumberman and a contractor. 
There’s nothing wrong with the upcoming generation when it can 
show such perception and ambition as does Master Johnson. Every 
dealer in the land can take heart. 


—The Editors 





ystomer—Banner Lumber Co., Inc., Milwaukee, Wisc. 


HERTZ gets you out of the Truck Business 
...and back into the Lumber Business! 


Every hour spent on truck problems and administra- 
tive details is an hour better spent in promoting your 
own business. This is why more and more companies 
today are switching to Hertz Truck Lease Service! 
Hertz pays cash for your present trucks. Then you 
take your choice of new GMC, Chevrolet or other 
famous make trucks. Or your own trucks can be 
reconditioned and leased back to you. Instead of 
many separate bills, you pay just one check per week 
—and that covers everything except the driver. 
Hertz Truck Lease Service includes complete truck 


No investment...no upkeep 


HERTZ ALSO RENTS TRUCKS BY THE HOUR, DAY OR WEEK 


maintenance, plus all administrative details such as 
licensing, insurance, garaging, emergency road service, 
painting and lettering of trucks, and much more! 


The service is flexible—trucks are custom-engineered, 
for example, to suit any kind of business. Should a 
truck be tied up for repairs, Hertz supplies a replace- 
ment. Or if extra trucks are needed, for peak periods, 
Hertz supplies them immediately. Get out of the truck 
business today! Call your local Hertz Truck Lease office 
for more information or write for booklet —““How To 
GET OUT OF THE TRUCK BUSINEsSsS.”’ 


HERTZ TRUCK LEASE, Dept. T-227 
660 Madison Avenue, New York 21, N.Y. 


Please send copy of booklet —‘“‘How to Get Out of the 
Truck Business”’ to: 


POSITION IN COMPANY__ 
ot | a 


ADDRESS_ 


CITY. ZONE STATE 
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New Developments 
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THOMAS SNEDDON OF BOISE=-CASCADE CORP., Boise, Idaho, is the new admini- 
strative vice president of National Retail Lumber Dealers 
Association. BMM interview with Sneddon appears on page 16. 


YOU CAN COUNT ON SOME NEW IDEAS IN HOUSING FINANCE during the coming 
year. For example, there's a "40-year" mortgage plan which 
would actually cover only 30 years. 


Monthly payments for the first five years would be based on a 
40 or 45-year amortization. 


The next five years would be pegged to a 30-year amortization, 
with payments in the final 20 years based on a 20-year prin- 
cipal retirement schedule. 


The plan would provide lower payments during the first part of 
loan period, an incentive for newlyweds. On a $10,000 mort- 
gage, monthly payments would be $57.45 during first five 
years; $74.41 during last 20 years of loan. 


The $3,500 ceiling of FHA home improvement loans may be 
raised. It would spur large-scale remodeling. 




















MORE NAME CHANGES IN LUMBER INDUSTRY. The Florida Lumber & Millwork 
Association is now the Florida Lumber and Building Materials 
Dealers Association. And a proposal has been seriously pre- 
sented to change the name of the National Lumber Manufacturers 
Association to the National Forest Products Association. 


SWING TO PRECUT LUMBER PARTS sold by mills and/or lumber wholesalers is 
beginning to grow. 
Tried-and-tested plan of Wood Components, Inc., Eugene, Ore., 
reported in this magazine's January 30th issue. 
Now Potlatch Forests, Bradley-Southern Div., Warren,Ark., 
announces a Similar program for dealer-fabricators. Mill 
will precut truss members and panel parts to customer speci- 
fications. Dealers assemble the parts into components. 
This development puts mill or wholesaler of lumber into part- 
nership with dealer in control of house packages to tract 
builders. 


Watch March 13th issue for special report on other new pre- 
fabrication ideas. that are having affect on lumber distribution. 


e Turn page for continuation 
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NEW DEVELOPMENTS 6 tiesins on page 9) 


YOU'LL SOON GET AID OF A MAJOR MANUFACTURER in developing a home modern- 
ization business. Using the theme "DSC" (which was borrowed 
from this magazine's Dealer Sales Control symbol), the Masonite 
Corporation will announce a new planning-center display for 
all dealers plus a house modernization planning service on 
behalf of dealers! 


Lumber and building materials dealers everywhere are now dig- 
ging hard to develop a complete home improvement department, 
controlling both labor and materials in remodeling. Selling 
aids such as the Masonite program should meet with retailer 
enthusiasm. 





IMPORTANCE OF PREFINISHING LUMBER AND WOOD PRODUCTS AT THE MILL is the 
topic of the day in the mill country. 


This month executives are listening to paint experts from the 
Sherwin-Williams Co. at west coast meetings. The paint people 
are pointing out both the opportunities and the problems of 
prepainting wood siding and lumber. 


One problem: Even if a board is prepainted at the mill, car- 
penters will cut it on the job and expose a portion of the 
board for job-site finishing. 

But the problems will be licked, according to L. T. Statham, 
executive manager of Sherwin-Williams' general trade sales 
department. 


PLASTIC PRODUCERS PREDICT 5% INCREASE IN PRODUCTION this year for all 
plastics. That will follow a 5% gain in production made in 
1960, according to the Society of the Plastics Industry. 
Last year polystyrene passed the billion pound mark to join 
polyethylene and the vinyls which reached this position in 1959. 


WHETHER YOU OR YOUR COMPETITORS DO BUSINESS ON SUNDAY is in the hands of 
the U.S. Supreme Court. 


Some 40 states have laws to regulate Sunday commerce. Some 
of these laws are enforced, others are ignored. 


The Supreme Court will decide if these states have a Con- 
stitutional right to regulate Sunday sales. 








IS MORTGAGE MONEY A PROBLEM? Maybe your requirements aren't big enough. 
Consider this: 


New York bankers came up with a loan of $65 million to be 
followed by a $70 million permanent mortgage--which will 
be taken up by pension fund for the new Pan Am Building under 
construction next to the Grand Central Terminal in Manhattan. 








That's the largest Single mortgage for a single commercial 
property. The 59-floor building will have 2.4 million square 
feet of space. 





Nov, what did you say were your mortgage problems? 
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Trinity White Portland Cement 
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Whitest 


A PRODUCT OF GENERAL PORTLAND CEMENT COMPANY 


CHICAGO + CHATTANOOGA 


 ] 
Pe DALLAS + FORT WORTH 
UM HOUSTON - FREDONIA, KANSAS 
JACKSON, MICHIGAN + TAMPA 
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MACKLANBURG.DUNCAN CO 








Series 700 King Size 
muome | MAIL BOXES 


Big enough to hold largest magazines! 

Here’s the answer to your customers’ need for an attrac- 

tive mail box that is roomy enough to hold largest 

magazines. Box is 16%” wide x 8%” high x 6%” deep. 
Customers are sold on the personal- Personalized with your customer’s name FREE! 
ized feature of M-D mail boxes. 
Just show the blank name plate = 7 Sk oe 
attached to the face of each box... , po G8-700 Gold dea Ne. O6-709 Cols 

. id on Black Box fe am Lid on Gold Box 

and the order blank with envelope ) Sine ed | 
inside the box. Explain how the 
customer gets his name engraved 
FREE on name plate merely by a Y sh ate. * 


sending order blank and plate to us No. BG-701 Black , ea Yideoc> No. AA-704 Aluminum 
in the envelope provided. \"b Lid on Gold Box ig ee _ lid on Aluminum Box 


We’ll engrave the plate and mail it 

back to your customer. No work ' : 

involved for you, but we explain ’ No. BB-702 Black No. BA-705 Black 
the plate is engraved through special Lid on Black Box : J bid on Aluminum Box 
arrangements with you. u page: 





. BUILDERS M-D products are sold DEALERS ORDER TODAY— 
yf by leading Hardware, Lumber and WY your order will receive prompt 
: 


‘f t S y rs. > ip . 





ve Features that sell them/ 
IN ANODIZED ALUMINUM 


Choice of 6 gorgeous color combinations! Never rust, tarnish or need polishing! 


Anodized 
Aluminum 
SERIES 500 MAIL BOXES SERIES 400 MAIL BOXES RURAL MAIL BOXES 


SERIES 500 is roomy... designed to SERIES 400 features graceful, vertical Made of extra heavy gauge aluminum 
be practical yet enhances the appear- design. A handsome box your customers in choice of 4 lifetime finishes. Never 
ance of any home. Your customer can will be proud to own. Available in 6 rust, tarnish or need painting. Meet 
choose from 6 gorgeous color combina- striking color combinations shown govt. specifications for No. 1 size. 
tions indicated below. 


ALBRAS— AIBLACK— ALBRIGHT— 
No. GB-500 No. BB-502 No. AA-504 No. BB-402 No. AA-404 Permanent Anodized Permanent Anodized Permanent Anodized 
Gold Lid on Black Lid on Aluminum Lid on Gold Lid on Black Lid on Aluminum Lid on Brass Color Black Color Chrome Bright 
Black Box Black Box Aluminum Box Black Box Black Box Aluminum Box 


JJ 
M-D Mail Box Holders 
No. BA-505 No. BA-405 ALACROME— For all standard rural mail 
Gold Lid on Black Lid on Black Lid on Permanent Natural ° 
Gold Box Aluminum Box Aluminum Box Aluminum Finish boxes. Sturdy, rust proof. 
Easily installed. 





NEWEST M-D SALES MAKER! 
Anodized Aluminum 


MAIL DROP 


Extruded aluminum mail drop in beautiful, permanent ano- 
dized finishes: Satin, Albright, Albras and Alblack. Overall 
dimensions of outside and inside plates 13%” x 3%”. Slot is 
11%” x 1%”, large enough for biggest magazines. Handsome 
fluted panel swings outward. For any door or wall. Packaged 
mail drop includes outside and inside plates with screws for 
installation, packed 6 per carton all same finish. 





Manufacturers of Quality Building Products 


MACKLANBURG-DUNCAN CO. 


P. O. BOX 1197 © OKLAHOMA CITY 1, OKLAHOMA 
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WHY IS (Wpy) FRAMING 


Because you sell (Wry) seasoned framing lumber at 
exactly the same grade you ordered: Seasoned framing lumber 


from the Western Pine Association is finished lumber, and graded after finishing! It 
is properly dried at the mills under controlled conditions. This controlled seasoning 
helps the lumber to stay straight and true, maintaining its grade through shipment 
and yard storage. WPA seasoned framing lumber reduces yarding and handling 
costs—it can be piled solid without separator strips; it’s lighter, easier to handle. 


The result: more profit for you! 
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Priandles Easily 


NEW! WPA QUALITY-CONTROLLED FINGER-JOINT STUDDING! 
Available in standard 8’ lengths, these newly developed studs are glue-bonded at 
precision-machined finger joints. WPA Finger-Joint studs meet FHA Minimum 
Property Standards for residential studding. They are especially straight, strong and 


thoroughly seasoned for maximum durability and performance. Order now! 








LUMBER MORE PROFITABLE? 


Because the quality of (Wry) seasoned framing lumber 


keeps your customers coming back: The Western Pine Region 
contains large tracts of slow-growing virgin timber. This slow growth process pro- 
vides WPA lumber with greater inherent stability. This inherent stability further 
helps the finished lumber to remain straight and true. Quality builders know that 
WPA seasoned framing lumber is lighter and straighter—reducing labor costs, 
yet providing them with a truer framework. 

The result: faster turnover and repeat lumber sales for you! 


Has Inherent Stability Creates Repeat Sales 


Next time you order, specify 


— diaies signa FRAMING LUMBER 


4, OREGON QUALITY GRADED LUMBER 


DEPART 


¢ WHITEFIR « 


SHEET- BOARD: DECKING: SIDING: PANELING: FINISH: MILLWORK- MOULDINGS 
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Headlines at Presstime 


Thomas Sneddon of Boise Cascade Corp. 
Named NRLDA Vice President 


WASHINGTON, D. C.—The Na- 
tional Retail Lumber Dealers Assn. 
has announced the appointment of 
Thomas T. Sneddon as administrative 
vice president. 

Sneddon resigned as general man- 
ager of the retail sales division of the 
Boise Cascade Corp., Boise, Idaho, to 
assume his new duties in Washington 
on Feb. 15. 

The appointment fills a post which 
the national group has been seeking to 
fill for more than a year. 

Sneddon brines to the industry a 
wide and diversified experience in re- 
tail lumber and building materials. The 
108 yards which he managed for 
Boise Cascade ranged from small rural 
yards to supermarket building materi- 
als stores in major western cities. Com- 
bined, they produced annual sales in 
excess of $25,000,000. 

Sneddon is also familiar with trade 
association work, having served on 
the board of directors of the execu- 
tive committee of the Intermountain 
Lumber Dealers Assn. and on com- 
mittees of the Western Retail Lumber- 


NRLDA Picks a Leader 


In 1958, the study of the National 
Retail Lumber Dealers Assn. made by the 
management firm of Cresap, McCormick 
& Paget recommended that a new ad- 
ministrative vice president be appointed 
and groomed to succeed H. R. (Cotton) 
Northup, executive vice president. 

The association has named Thomas 
Sneddon to this important position. 

To fill this post, the NRLDA had a 
choice of selecting a professional associa- 
tion executive, or naming a man with 
an intimate acquaintance with the in- 
dustry. The selection was a man from 
the industry—Thomas T. Sneddon. 

It is too early to measure the leader- 
ship qualities of Mr. Sneddon in national 
association work. But his leadership in 
one of the industry’s most reputable and 
progressive companies is well known. 

Although associated with a line-yard 
company, we believe that he is thorough- 
ly familiar with the problems of the in- 
dependent dealer. 

We heartily endorse the selection of 
Mr. Sneddon and wish him well in his 
new association post. 

—The Editors 


Thomas T. Sneddon 


mens Assn. 

Voice of progress. Sneddon told 
Building Materials Merchandiser that 
the retail dealer today must embrace 
sales control methods such as com- 
ponents and home improvement pack- 
age selling. 

Sneddon has been instrumental in 
the development of retail stores as 
well as component fabrication, land, 
finance and modernization depart- 
ments for Boise Cascade Corp. 

He said that sales training is prob- 
ably the most important problem for 
the industry. 

Experience. The new administrative 
vice president entered the retail build- 
ing materials industry in 1946 when 
he handled accounting and purchas- 
ing for the Tri-State Lumber Co. in 
Salt Lake City. The following year he 
became advertising manager of the 
company and remained in that posi- 
tion until the company was acquired 
by the Boise Payette Lumber Co. 
(later renamed Boise Cascade). 

In 1953 he became assistant vice 
president of Boise Cascade and suc- 
cessively held executive positions as 
director of public relations and per- 
sonnel and regional manager of the 
retail sales division. 

He also served as a director and of- 
ficer of the Construction Financing 
Co., a wholly-owned subsidiary of 
Boise Cascade. His work in compo- 
nent fabrication helped to establish 


* 


six prebuilt cor onent plants for the 
Idaho-based ch. 

Sneddon “gre up” in the retail 
lumber business because his father was 
a dealer in Idaho. 

During World War II, he was a 
lieutenant in the Navy. He participated 
in invasions of North Africa. Sicily, 
Salerno and Normandy. 

Prior to World War II, Sneddon 
was a teacher both at the secondary 
school and college levels. He gradu- 
ated from the University of Utah with 
a Bachelor of Arts degree in 1934, 
and has done graduate work at the 
University of Southern California, 
University of Utah and Utah State 
College. 

He is married and the father of two 
children. 

James C. Hayes has been named 
general manager of the retail division 
at Boise Cascade to succeed Sneddon. 


Predict 10% Sales Pickup 
For Wood Kitchen Cabinets 


Sales of factory-finished wood kitch- 
en cabinets this year are expected 
to run almost 10% ahead of 1960, 
according to a survey made of manu- 
facturers in this field by the National 
Institute of Wood Kitchen Cabinets. 

Seventeen companies, representing 
32% of the nation’s major producers, 
took part in the survey. About 90% 
of the firms expect sales will average 
9.03% ahead of last year. The 17 
reporting companies also said that 
sales in °60 were 3.48% higher than 
1959, 

“This is especially noteworthy,” com- 
mented George W. Mernick, Institute 
president, “in view of the 19% drop 
in new home construction in 1960.” 

One of the Institute goals for 1961, 
announced president Mernick, is the 
development of a more adequate fi- 
nancing program for kitchen remod- 
eling. Hugh Gregg of Gregg & Son, 
Inc., Nashua, N.H., will explore this 
field. A committee will also study and 
make recommendations on a quota 
and policing system governing the 
importation of Japanese kitchen cab- 
inets. The Institute will be used as a 
clearing house for import information. 

Other trends noted: an increase in 
the popularity of darker finishes; more 
extensive use of plastic laminates; 
greater variety of wood species as 
well as finishes; more emphasis on 
color; more emphasis on good design, 
also variety. 
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LAYS LIKE TILE OVER 
CONCRETE, WOOD OR OLD 
COMPOSITION FLOORS 


These features make sales for you 


¢ Smart, modern parquet pattern at 
moderate cost. 


¢ Completely pre-finished by famous 
Bruce process . . . finish won't chip or peel. 


¢ Three oak plies laminated under 
heat and pressure with waterproof glue 
to prevent expansion and contraction. 


© No surface damp-proofing necessary 
when laid on slabs on grade to FHA or 
VA specifications. No expansion 

space required. 


© Lower in cost than most synthetic, 
less durable floor materials. 


¢ Easily applied on concrete or other 
smooth subfloor in Bruce Everbond 
Cold-Stik mastic (no heating required). 


Pre-finished 9” x 9” squares, 4” 
thick, are carton-packed for protec- 
tion, easy handling and storage. 


Bruce @ 2: 
LAMINATED OAK BLOCKS 





Designed for modern construction 





\ Laminated 


Oak Block 


HANDY TO STOCK... 
EASY TO SELL 





MAIL FOR SAMPLE AND PRICES 


E. L. Bruce Co.., 
BRUCE 1732 Thomas St, Memphis 1, Tenn 


Send sample, prices and literature on Bruce 
Laminated Oak Blocks to: 


ING eo 
Company = 


Address 





® DUO-FAST ¢ DUO-FAST * DUO-FAST ¢ 


DUO-FASL 


means 
quality products- 


profitable sales 
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The all-purpose gun tacker. Drives heavy 
staples 4” to %e” long. A man-size tool 


for a man-size job. 


A favorite builder's tool. This hammer 
tacker drives 4” and 6” staples, inter- 
changeable in the CT-859. For staples up 
to %e", sell the HT-755. 


Handi-Pak Staples 


In handy 1000 pack or in box of 5000. 
Easy to stock... easy to display... easy 
to sell. 


Counter diplays, wall signs and envelope 
stuffers to help you sell, rent or loan 
DUO-FAST Tackers. 

PLUS ...the money saving Free Service 


Guarantee, available through a close-to- 
home DUO-FAST office. 


Write today for the complete dealer 
story and a tacker demonstration. 


FASTENER CORPORATION 
3710-02 River Road, Franklin Park, tll. 


DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST 
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Get Paid for Using Store Display 


ELIZABETH, N. J.—-A series of cash 
rental payments will be paid to retail 
dealers who exhibit the display fixture 
shown at right. 

Dealers who contract to place the 
display in their stores will receive pay- 
ments every six months, over a period 
of three years, from the Evans Rule 
Co. The payments will total $36, or 
$24 over the term of the agreement 
between maker and retailer, depending 
upon contents selected. 

The program will cost more than 
$200,000 in cash payments each year, 
according to the Evans company. 

How it works. The desler signs an 
agreement to set up the display, which 
he receives free. He purchases $50 
worth of tapes and rules for the display 
from his regular wholesaler. The man- 
ufacturer, upon receipt of the signed 
agreement, immediately sends him a 
check for $6, for display-space in ad- 
vance, covering the first six months. 
Every six months thereafter the dealer 
will receive an additional $6 check, 
providing he continues to use the dis- 
play. 

Evans Rule Co. offers an alternate 
plan which provides the dealer with a 
$24 three-year payment, based on the 


Test Mortgage Insurance Plan 
For Out-of-Work Homeowners 

Cuicaco—Continental Casualty Co. 
has announced an insurance policy 
for qualified builders to cover mort- 
gage payments for homeowners who 
lose their jobs because of layoffs, sick- 
ness or injury. 

The two-year test plan, which is 
intended to spur new home construc- 
tion in the Chicago metropolitan area, 
was conceived by The Celotex Corp. 
and developed through the joint efforts 
of Celotex, Continental Casualty Co. 
and the Home Builders Association of 
Chicagoland. It has the approval of 
the National Association of Home 
Builders. 

Under the program, builders in 
qualified subdivisions will pay 6% per 
month of the monthly mortgage pay- 
ment amount. In other words, if the 
combination of principal, interest, in- 
surance and taxes of the monthly mort- 
gage payment totals $100, the annual 
premium will be $72. The builder may 
either pay the premium himself or 
include it in the home cost. Policies 
will be written for either a one-year 
or two-year period. 

To qualify, policy owners must be 
laid off or discharged through no 
fault of their own or incapacitated by 
sickness or accident. A two-month 
waiting period is required before the 
initial payment for those homeowners 
who are thrown out of jobs. For this 
classification, mortgage payments are 
made for a period of six months. 
And for the sick or injured home- 
owner, payments will be made up to 
five years after a 15-day waiting 
period. 
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“FAST TURNOVER” display which hooks 
on perforated board, offered under 
unique contract agreement by Evans 
Rule Co. 


same display unit carrying fewer items. 

The “Fast Turnover” display has 
been test marketed. The unit is ap- 
proximately 2’x2’ in size and is built 
of tempered Masonite, decorated in 
three colors. 


FTC Still Permits Non-Species 
To Be ‘Philippine Mahogany’ 

CuicaGo-Teel Williams, execu- 
tive director of the Mahogany Assn., 
Inc., has protested to the Federal 
Trade Commission that Philippine 
hardwoods are “in no sense mahog- 
any.” The name “Philippine mahog- 
any,” as legalized by a 29-year-old 
FTC ruling, is “dishonest,” Williams 
declared. The FTC recently refused 
to reverse its former ruling permit- 
ting non-mahogany hardwoods from 
the Philippines to use the name “ma- 
hogany.” 


Southern Pine Association 
To Meet April 5-7 


The 46th annual meeting of the 
Southern Pine Assn. will be held April 
5-7 in New Orleans at the Roosevelt 
Hotel. 

Beginning the last day of the con- 
vention and continuing through April 
9, the association will sponsor a Ma- 
chinery Exposition at the Municipal 
Auditorium, with advance notices 
indicating attendance will exceed the 
2,500 present at the 1959 Exposition. 


United States Plywood Opens 
New Particleboard Plant 


The largest wood particle board 
plant east of the Mississippi is sched- 
uled to begin operation in February in 
South Boston, Va., according to Gene 
C. Brewer, president, U. S. Plywood 
Corp. 

Geared to an annual production of 
30 million square feet of 34” Novo- 
ply, the new multi-million dollar plant 
has been under construction since 
July, 1959. 
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Better Homes & Gardens 
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IDEAS ey 
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Millions of building-minded 
prospects are learning how you 
can bring them new warmth, 
beauty and livability... 
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This beautiful Ponderosa Pine setting is 
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featured in March Better Homes & Gardens, April Living for Young Homemakers and the Spring edition of House Beautiful’s Building Manual 


of Ponderosa Ft 


the Home 





for other things they are learning > 





WHAT YOUR CUSTOMERS AND PROSPECTS ARE LEARNING 
ABOUT WOODWORK OF PONDEROSA PINE 


The importance of stock woodwork of Ponderosa 
Pine to the home buyer is growing daily. This in- 


creased interest is due in part to the story which 


Ponderosa Pine Woodwork is telling to millions of 
consumers monthly in Better Homes & Gardens, 
Saturday Evening Post, American Home, Living, 


WOODWORK does not conduct 
heat or cold readily. This advan- 
tage wood enjoys over metal 
products of the same type is 
obvious. 


WOODWORK is durable—treated 
with preservatives it is built to 
last. 


WOODWORK is readily finished— 
it is easy to paint, stain, wax 
or varnish. Unlike metal, Pon- 
derosa Pine Woodwork is easy 
for the home owner to refinish 
when desired. 


WOODWORK is workable-—it’s 
easy to cut and fit. For example, 
wood window units can be fitted 
into wall openings simply and are 
easily repairable right on the site. 


WOODWORK is beautiful— 
nothing can duplicate the tex- 
ture, grain figure and color of 
Ponderosa Pine. It has a warmth 
and beauty that has attracted 
people to it for generations. 


WOODWORK is available—wood- 
work is precision manufactured 
in a wide variety of stock sizes 
and designs to meet all modern 
building requirements. 


WOOD WINDOWS of Ponderosa 
Pine are available built to exact- 
ing standards which carry the 
American Wood Window Insti- 
tute seal. Through the quality 
programs of the American Wood 
Window Institute, builders, 
dealers and home owners are 


House Beautiful, House and Garden and a long 
list of home improvement guides. 


These ads are driving home the salient facts 
about Ponderosa Pine which home builders and 
lumber dealers have known for generations: 


learning of the advantages of 
quality wood windows and how 
to identify quality windows. 


BEST BUILDERS GUIDE 
TO WINDOW QUALITY 





“~~ QUALITY APPROVED ~ 
{  panmcaton Ward N NO. 000 
Me American W000 WINDOW Institute 


FOR ms - ~ UNITED STATES COML STNO.19 os 





This AWWI SEAL is your guaran- 
tee that the windows meet the 
specifications of FHA standards 
and are: 


Made from kiln-dried lumber— 
Correctly designed—Properly 
constructed—Preservative 
treated—Properly balanced— 
Efficiently weatherstripped. 


PPW. MEMBERSHIP LIST 


MEMBERS—Woodwork Group 
Andersen Corporation 

Anson & Gilkey Co. 

Biltbest Corporation 

Boise Cascade Corp. 
—Millwork Sales Dept. 
Continental Screen Co. 
Curtis Companies, Inc. 

Deita Millwork, Inc. 

Farley & Loetscher Mfg. Co. 
Grinnell Sash & Door Co. 
Hotchkiss Brothers Co. 
Huttig Mfg. Co. 

Ideal Co. (Wm. Cameron & Co.) 
International Paper Co. 
—Long Bell Division 

Malta Manufacturing Co. 


Marvin Millwork 


Missoula White Pine Sash Co. 


Morgan Company 
Philadelphia Screen Mfg. Co. 
Rock Island Millwork Co. 
Semling-Menke Co. 

Wabash Screen Door Co. 
White Pine Sash Co. 


MEMBERS—Lumber Group 
The Anaconda Company 


Associated Lumber & Box Co. 


Blagen Lumber Co. 

Boise Cascade Corporation 
Brooks-Scanion, Inc. 
Cal-ida Lumber Co. 

Collins Pine Co. 

Crane Millis 


Georgia-Pacific Corporation 
Gilchrist Timber Co. 

Edward Hines Lumber Company 
Kaibab Lumber Co. 

Long Lake Lumber Co. 

McCloud Lumber Co. 

Michigan California Lbr. Co. 

J. Neils Lumber Co. 

Ochoco Lumber Co. 

Oregon Lumber Co 

Pickering Lumber Corp. 

Scott Lumber Co., Inc. 

Setzer Forest Products 

—Div. of Glencoe Forest Products 
Ralph L. Smith Lumber Co. 
Southwest Forest Industries, Inc. 
Tarter, Webster & Johnson, Inc. 


Tite Knot Pine Millis 

U. S. Plywood Corp. 

—California Division 

Warm Springs Lumber Company 
Weyerhaeuser Co. 

Winton Lumber Co. 


ASSOCIATE MEMBERS 
Allmetal Weatherstrip Co. 

The Caldwell Mfg. Co. 

Dorris Lumber & Moulding Co. 
Grand Rapids Hardware Co. 
Monarch Metal Weatherstrip Corp. 
Protection Products Mfg. Co. 
Sonford Products Corporation 
Truth Tool Co. 

Unique Balance Co. 
Wood-Treating Chemicals Co. 
Zegers, Inc. 
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39 SOUTH LASALLE STREET - 


CHICAGO 3, 


ILLINOIS 





WARM UP SPRING SALES WITH THIS 
OPECIAL DEAL ON WELDWOOD EXTERIOR FINISHES 


EXTERIOR 


o 2. \WOOD Finishes 
FREE! = 


This sales-boosting Weldwood® Counter Display 
is yours—free— when you take advantage of this 
special spring offeron these fast-selling Weldwood 
Exterior Finishes at the standard 40% discount, 


area WO DISCOUNT 


Just order—One case of 6 qts. of Weldwood Exterior Spar 
Varnish and two cases, 6 qts. each—of Weldwood Exterior 
Stains (Redwood, Driftwood, Sierra, or Cascade). 





DEALER PROFIT : WELDWOOD SPAR VARNISI- | 
Retail Value Merchandise. .........+.+++++++$39.30 DURAGIE PROTEC Hy 
Demler COst MOTCHGNGISS . 0 ww ccc ccccccccccs Bheae 


Dealer Profit Merchandise. ... 


Your selling efforts are backed up by national advertising in 

Better Homes & Gardens, American Home, Popular Mechanics, 

Popular Science, Mechanix Illustrated, and leading business 

papers read by your professional wood-finishing customers. 
Free Counter Display (12” x 19’) is a permanent 
selling tool It features 6 real wood samples to show 
your customers the excellent effects they can get with 
Weldwood Exterior Stains and Spar Varnish. 


ReOwWOOD oRIeFTwooD CASCADE CREEY 
{OTERIOR STAIN EXTERIOR STAM EXTERIOR STAIN Loar vaaiase 
\ A ‘ . J ‘ASPAR VARNI 
a = emon sions ¥ e reason some 2 ‘ my pe 
inane Se ates fa * x 
Weldwood Redwood Stain Weldwood Driftwood Stain Weldwood Cascade Green Stain Weldwood Sierra Brown Stain Weldwood Exterior Spar Varnish 
Provides a high-gloss surface 


All four of these Weldwood Exterior Stains give long-lasting beautiful effects. Perfect for siding, trim, : 
unexcelled for clarity, elastic- 


fences, carports, patios, furniture and boats. Use on redwood, cedar, cypress, fir, pine and other exterior 

woods. Stains resist fading because each is a deep-penetrating, hard-drying formulation of oils, resins, ity, and resistance to discolor- 

and pigments. They’re easy to apply, too. ation, checking, fungus, even 
in severe weather. 
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United States Plywood 

Dept. BMM 2-27-61, 55 West 44th Street, New York 36, N.Y. 
Please rush me my free counter display with the supply of 
Weldwood Exterior Finishes at the specia! price of $21.22. 
~] 1 case quarts—Weldwood Exterior Spar Varnish 

case quarts—Weidwood Redwood Exterior Stain 

case quarts—Weldwood Driftwood Exterior Stain 

case quarts—Weldwood Sierra Brown Exterior Stain 
case quarts—Weldwood Cascade Green Exterior Stain 


J 


WELDWOOD 


OOOO’ 


C) Bill me ) Bill my jobber 


Store name... 

My name. 

Street Address 

City... 

Jobber's name. oa 
Jobber's address....... 


Products of United States Plywood 


HURRY! Act now while this special offer lasts. Clip out and mail the 
coupon to order your free counter display with a supply of Weldwood 
Exterior Finishes at the 50% discount. Offer expires March 15, 1961. 


Lemme eee ween moses eeurese=n 
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Materials 


MERCHANDISER 


How’s Business’? 


Building Products Dealer Sales 


Marketing Regions 


Zone 3 
Seuth 
Atlantic 


Zone 2 
Middle 
Atlantic 


Zone 1 
North 
Atlantic 
January ‘61 vs 
January ‘60 
Sales: 1 month "61 vs. 
month ‘60 : , ‘ + 5% 8% 
Accounts receivable 
January 31, ‘61 vs 
January 31, ‘60 % + 5% 5% 
Inventory: January 31, ‘61 
vs. January 31, ‘60 ‘ + 8% 2% 
Next quarter's sales 
estimate ; ‘ + 4% + 2% 
January weather : r Bad Poor 


Sales: 
—10% 1. 3% 3% 


Consumer demand for fir plywood last month, with mills 
running at 66% of capacity dropped about 3% below the De- 
cember level. Producers slashed prices and began to stepup pro- 
duction and, seemingly, much of the curtailment plan has 
passed. Sources said price declines ended a 5-month effort to 
stabilize the market by slowing output. 

Applications for Federal Housing Administration mortgage in- 
surance on proposed new homes climbed more than 6% in De- 
cember. Dwelling units begun under FHA programs accounted 
for about 21% of all private nonfarm units during 1960, com- 


Zone 4 
East North 
Central 


Pulse 


(see map on page 26) 


Zone 9 
Pacific 


Zone 7 
West Seuth 
Central 


Zone 8 
Meuntain 


Zone 6 
West North 
Central 


Zone 5 
East South 
Central 


—10% —12% —10% —15% 


—20% —15% —12% —12% 


—15% — 6% 
—_ 3% — 8% 


+10% 
Fair 


pared with 22% in 1959. 

Residential housing awards for 1960 totaled $15.1 billion, down 
12% from the $17.1 billion of 1959, F. W. Dodge Corp. said. 
Weakest segment was in single-family homes, down 19% while 
apartment contracts rose 6%. Awards for housing units of all 
types fell 15% in 1960 to 1,120,988. 


Overall construction for 1960 amounted to $36.3 billion, 1% 
ahead of 1959, setting a new high for the 14th consecutive 
month in December. 





FOR THE MOST COMPLETE 


te Gousel UZ Will Cs iss 


TRON" 


Easy to install . 

strong . beautiful. 
A wide variety of styles 
makes Easyfit Orna- 
mental Iron the perfect 
interior or exterior dec- 
orator. Completely ad- 
justable to assure a 
perfect fit every time. 














mats, etc., is available now. 


A special MONEY-SAVING Starter Package that includes Easyfit display material, sales literature, ad 


AVAILABLE 
meyer 
% 


~ ALUMINUM 


Fully adjustable Alumi- 
num Railings and 
Columns provide a 
housetime of mainte- 
nance-free beauty and 
safety. Ideal for indoor 
or outdoor use. No 
painting needed. 


For information on the complete Easyfit line of Iron and Aluminum Rail- 
ings and Columns, plus details on the profitable Introductory Offer, write: 


* In stock for immediate delivery 


® 
poke MANUFACTURING CO. LODI 43, OHIO 
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CLASSIC LOUVER FOLDING DOOR 


SERIES 57 


TRUSCON HOLLOW METAL DOORS 
Low-Coat... phigh Qualiig Coae he Sales/ 


Built-in features builders can sell—at built-in 
dealer profits. All reasons why high quality, low 
cost Truscon Hollow Metal Steel Doors and 
Frames are the hottest deal ever! 

Truscon Doors never stick, never warp, never 
sag—eliminate costly builder call backs. 
Builders just install them and forget them. 


.REPUBLIC STEEL 
TRUSCON DIVISION 


Youngstown 1, Ohio 


i ¥ 
TRUSCON 


NAMES YOU CAN BUILD ON 
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You can promise doors, frames, and acces- 
sories for same-time delivery with 24-hour 
shipping service from warehouse stocks. No 
inventory problems to hold-up dealer sales. 
Call your Truscon representative and get ready 
for profitable builder business before the rush. 


Send coupon for fast action! 


REPUBLIC STEEL CORPORATION 
TRUSCON DIVISION + DEPT. A-1657-A 
1058 ALBERT STREET - YOUNGSTOWN 1, OHIO 


Please send complete dealer information for the 
following Truscon Hollow Metal Doors and Frames: 


1 Series 50 -] Series 57 


(1) Classic Louver Folding Door 
Name Title 
Firm 
Address 


City Zone State 
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What's the 
Price? 


A fairly sharp price decline was registered during mid-January. 
Price weakness extended to all segments of the index. 

Light buying resulted throughout most of the nation in lower 
prices in green fir dimension, some board items and plywood. 
Pine boards slipped in #3 common, but held in other grades. 
Sanded 4” fir plywood dipped to $60 a thousand sq. ft., then 
was withdrawn by a number of plants. Jobber inventories in 
December dropped well below November levels in both sanded 
plywood and sheathing. In the northeast both items are about 
20% below normal. The same applies in the south. 

Orders for 11 woods of the western pine region totaled 75 
million bd. ft. compared with 66 million the week prior to Jan. 
21, and 78 million the corresponding week last year. Ship- 
ments were 69.6, 61.1 and 82.1 million bd. ft. for the equiva- 
lent periods. 





Current Retail Price Range 


Retail prices to typicel one-house con- 
trectors, based on reports from leading 
dealers received every two weeks by 


Zone | 
North 
Atlantic 


Zone 2 
Middle 
Atlantic 


Zone 3 
South 
Atlentic 


Building Moterials Merchandiser 


Low High Low High Low High 


LUMBER 


Douglas fir: 
Dimension: 
Std. & Br. R/L 2x4 green 
Std. & Btr. R/L 2x4 dry 
Std. & Btr. R/L 2x10 green 
Std. & Btr. R/L 2x10 dry 
W. Coast Hemlock, White Fir 
Dimension: 
Std. & Br, R/L 2x4 dry 
Std. & Br. R/L 2x10 dry 
Western Pine 
Boords: 
No. 2 & Btr. R/L 1x8 dry S45, shiplep 
No. 3& Btr. R/L 1x8 dry S45, shiplop 
Southern Pine 
Dimension 
No. 2& Btr. R/L 2x4 dry 
No. 2 & Btr. R/L 2x10 dry 
Boards: 
No. 2 & Btr. R/L 1x8 dry S45 or 
D&M or shiplap, dry 
Hardwood Flooring 
Select ook 25/32" x 2's" plein sewed 
No. | Com. ook 25/32” x 2',”" pl. sew. 
Interior Softwood Paneling 
No. 2 ponderose pine R/W 
Wood Siding 
Redwood cleer oll heort bevel siding 
3/4" x 10" 
“A™ cedar bevel siding 3/4"" x 10” 
Wood Shingles 
Ceder shingles 5/2 No. 1 16" - 5X 


Zone 4 
East North 
Central 


Low High 


Zone 5 
East South 
Central 


Low High 


Zone 6 
West North 
Central 


Low High 


West South 
Central 


Low High 


Zone 8 


Mountain 


Low High 


Zone 9 
Pacific 
Coost 


Low High 





PLYWOOD 


, 1/4" DEPA-AD interior glue 

, 1/4" DEPA-AC exterior glue 

, 3/8" DFPA-CD sheothing int. glue 
, 1/2" DEPA-CD shecthing int. give 
ir, 5/8" DFPA-CD shecthing int. glue 





MILLWORK 

Phil. mahogany (Leven) flush door 
1-3/8" 266-8 

Birch Hesh door 1-3/8" 2426-8 

Dowble-hung window 2-424-4, setup, 
glezed, weatherstripped, bolanced 





BUILDING MATERIALS 
Outside white point, first grade 

8d common steel nails, U.S. mode 
Min. wool insulation, tull-thick bett 
Ceiling Tile 12" x 12” 

1/2" Inseleting building board 
25/32" Insuleting sheothing 

3/8" gypsum wellboord 

1/8" tempered hordboord 

215% thick butt esphelt shingles 











6.95+ 8.85 


*Price rise + Price decline 

















9. 
19. 
15. | 
210. ; 
126. 
169.50} 
70 


133, 
13.50 





59. 
120. 
68. 
75. 
50. 
130 


90. ; 
6.10 11.50 
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SAYS HERBERT O. ROOT, President, 
Dade Truss and Manufacturing Co., Inc. 
Leading Florida Truss Manufacturer 


“- OUT HERN PINE meets 


the exacting requirements for 


TRUSSED RAFTERS — 


That’s why | use it exclusively.” 


The Federal Housing & Home Finance Agency 
says that the requirement for an all-purpose, 


full-length stress-rated grade for use in 


trusses and light framing ‘‘is most 
nearly approached today 
in Southern Pine.”’ 


pe a fee he 
What does this mean to the Retail Lumber Dealer? 
This specialized component requires exacting grading 
standards ... and they’re more than fulfilled with strong, 
dry, grade-marked Southern Pine. 


Trussed rafters offer proven economy in home building 
today . . . without the sacrifice of quality! As the utili- 
zation of trussed rafters and other components increases, 
the demand for dependable materials will also increase. 


DRY SOUTHERN PINE OFFERS THESE ADVANTAGES: 


@ A high quality, all-purpose product in ever-increasing 


The lumber dealer who stocks grade-marked Southern 
Pine will strengthen his competitive position. 


Progressive dealers who are moving into the com- 
ponent market can be assured of highest quality when 
they use Southern Pine. They are assured, too, of a 
dependable supply line. The U.S. Forest Service says 
...the future concentration of the lumber industry 
will be in the South. 


Write today for these FREE bulletins! 
@ Stress Grade Guide @ Trussed Rafter Data 


supply. @ How to Specify Quality Southern Pine 


@ A uniform product, carefully manufactured and 
properly seasoned under rigid grading standards. 


@ SPA Buyer's Guide 
SOUTHERN PINE ASSOCIATION 


P. 0. Box 1170—New Orleans 4, La 


Whether you fabricate, or supply manufacturers or builders who do, you 
are assured of dependable quality when you insist upon trade-marked 


SOUTHERN PINE 


SUPRNRRD* 
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FROM THE MILLS OF THE SOUTHERN PINE ASSOCIATION.../T’S DRY 


Circle No. 14 on Handy Cover Card 





Hardware. Store Business 


= Building 


Materials 


MERCHANDISER 


New Product Parade 


Adds Provincial Knob and Pull 


Provincial cabinet pulls and match- 
ing knobs now are available in the Ajax 
Kitchen Jewelry line. Both knob and 
pull are made of solid-cast virgin za- 
mak. Each is available in two sizes in 
antique brass, old copper and golden 
white. Pull No. 990 is 434” long; pull 
No. 991 is 534”. Knob No. 992 is 
-1/6” in diameter; knob No. 993 is 
1%”. 

Each item is available with screws in 
a plastic, see-through envelope or in bulk 
packs. Ajax Hardware, Dept. BMM, 825 
S. Ajax, City of Industry, Calif. 

Circle No. 208 on Handy Cover Card 


Clear Stone Finish 


Has Burnout-Protection Motors 


Skil announces three new versions of 
its rear handle, worm-drive Skilsaw mod- 
els. Each rugged, portable saw has 12 
new features including an automatic oil 
level control. All three introduce a new 
Burnout-Protection Motor which pro- 
tects against motor burnouts even under 
excessive and frequent overloads. 

To support its Burnout-Protection 
claim, Skil is giving a certificate good for 
a full year of free service on motor. 
Trio’s retail prices are: $110, $125 and 
$150. Skil, Dept. BMM, 5033 Elston, 
Chicago. 

Circle No. 209 on Handy Cover Card 


Automatic Layout Marking Tool 


The new Mark 16 precision tool makes 
it possible to automatically layout 8”, 
12”, 16” or 24” oc markings for studs or 
other modular building materials. Mark- 
ing wheel may be set quickly so first 
mark can be at any desired measure- 
ment between 6” and 16”. Additional 
markers are available for wheel which 
will print 8” and 16” or 4”, 8”, 12” 
and 16” marks with one pass. Mark 16 
works equally well on steel or concrete. 

Mark 16 tool is priced at $19.95 fob 
Pearson Products, Dept. BMM, 127 Kip- 
ling, Elyria, Ohio. 

Circle No. 210 on Handy Cover Card 


GUTTER 
Sownspou’ 7 
Mrasa x © 


New Terrazzo-Seal is a 
quick-drying, interior-exteri- 
or clear stone finish for 
floors, flagstone, concrete, 
brick, quarry tile, fireplace 
facings and slate. Drying 
time is about one hour and 
coverage is from 800 to 
1,000 square feet per gallon 
Write to McCloskey Var- 
nish Co., Dept. BMM, 7600 
State Rd., Philadelphia. 
Circle No. 211 on Handy Cover Card 


Low-Cost Kinderwagen 


A tot can drive it, a man 
can ride in it. Called the 
Kinderwagen, it is a build- 
it-yourself plywood project. 
Has a top speed of 10 to 12 
mph and a single hand lever 
control for forward, brake, 
reverse. Kit including wheels 
retails for $49.90. For lit- 
erature, write Gilliom Power 
Tools, Dept. BMM, 1109 N. 
Second, St. Charles, Mo. 


Circle No. 212 on Handy Cover Card 


Plywood Clips 


New aluminum plywood 
clips are available for use 
with %”, 2”, %” and %4” 
thick plywood. Clips are ap- 
proved by FHA and sell for 
$12.50 per thousand. Use of 
such clips with plywood 
sheathing has resulted in la- 
bor savings up to 50%, says 
manufacturer. Rogers Indus- 
tries, Inc., Dept. BMM., 
14575 Meyers Rd., Detroit. 

Circle No. 213 on Handy Cover Card 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


Gutter Repair Kit 

New Duro-Plastic Gutter 
and Downspout Repair Kit 
is designed to repair holes 
and leaks with a self-solder- 
ing metal patch. Kit contains 
all that is necessary to re- 
pair holes. Repair material 
adheres easily, can be sand- 
papered, painted and shaped. 
Kit retails for $1. Woodhill 
Chemical, Dept. BMM, 1390 
E. 34th, Cleveland. 
Circle No. 214 on Handy Cover Card 
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Lighter Weight Hose 
Borden’s has _ available 
new, lighter weight garden 
hose in both reinforced and 
non-reinforced models in a 
wide range of lengths and 
inside diameters. Available 
from distributors under the 
name of Resinite. The new 
1961 line also includes triple- 
tube vinyl garden sprinklers. 
Borden Chemical Co., Dept. 
BMM, 350 Madison, New 
York 
Circle No. 215 on Handy Cover Card 


Magnetic Catch 


New No. 326 Ives Mighty- 
Mite has a rugged 30-pound 
pull and is especially de- 
signed for full-length doors. 
Case design makes it easy 
to surface mount or mor- 
tise into doorstop. Floating 
screw holes provide adjust- 
ment after mounting. It’s 
poly-bagged with two short 
and one long strike plus in- 
stallation instructions. H. B. 
Ives, Dept. BMM, New Ha- 
ven 8, Conn. 

Circle No. 219 on Handy Cover Card 


For more facts, 
use handy back 
cover coupon. 


Two-in-One Ladder 

A new combination lad- 
der is made of Sitka spruce. 
Ladder opens full to pro- 
vide an all-purpose steplad- 
der. For greater heights, it 
becomes a straight ladder. 
Ladder is available in 6’, 
7’ and 8’ sizes. Each size 
extends to twice its length 
less 9” when used as a 
straight ladder. Dayton Safe- 
ty Ladder, Dept. BMM, 2339 
Gilbert, Cincinnati. 
Circle No. 216 on Handy Cover Card 


A new all-purpose saw- 
knife with an exclusive de- 
sign holds saw blade or 
knife blade for use as a key- 
hole saw or knife in the 
cutting of wood, metal and 
plastics. Contoured 6%” 
aluminum handle has stor- 
age area for three razor- 
sharp knife blades and blade 
guard. Retails for $1.59. 
Stanley Tools, Dept. BMM, 
195 Lake St., New Britain, 
Conn. 


Circle No. 220 on Handy Cover Card 





Costumer Pole 


No. 132 Costumer Pole 
installs against wall or in a 
corner in heights from 4’ to 
914’. Hangers raise or lower 
to convenient heights for 
every member of family. 
Pole finished in chrome- 
brite or brass-brite retails 
at $6.49 with two pairs of 
double clothes hooks. Extra 
hooks available. Jeb-Rod, 
Dept. BMM, 7747 W. Van 
Buren, Forest Park, III. 

Circle No. 217 on Handy Cover Card 


Trulok Chain Lock 

A new key-operated chain 
lock, called Trulok, lets a 
homemaker chain her door 
from both inside or outside 
the door. Installs in min- 
utes with only a screwdriver 
on wood or metal doors. 
Available complete with 
screws, two keys, instruc- 
tions and mounting template 
Unit is listed at $5.98 
Truson, Dept. BMM, 146 
Old Country Rd., Mineola, 
N.Y. 
Circle No. 221 on Handy Cover Card 
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‘‘Best-Designed”’ Item 
New Beaulev lockset is 
from the factory-assembled 
Uniloc line which requires 
no disassembly for quick, 
foolproof installation. The 
Beaulev also has been selec- 
ted as one of the best-de- 
signed products for 1960 by 
Industrial Design Magazine. 
Russell & Erwin Div., 
American Hardware Corp., 
Dept. BMM, Washington St., 
New Britain, Conn. 
Circle No. 218 on Handy Cover Card 


Develops Nail-Anchor 


Brackets, clamps and oth- 
er fixtures can be quickly 
fastened to all kinds of ma- 
sonry with Nailin, a one- 
piece nail-anchor. Aluminum 
Nailin develops holding pow- 
er over entire embedded part 
of anchor as nail is driven 
home; steel Nailin has re- 
taining ridges for secure 
holding power. The Rawl- 
plug Co., Dept. BMM, 242 
Petersville Rd., New Ro- 
chelle, N. Y. 

Circle No. 222 on Handy Cover Card 
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Hardware Store Business 


Building 


Materials 


MERCHANDISER 


New Sales Aids 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


Two New Medalist Displays 

New No. 56 French Classic board is 
11”x14” and blends in with 10 other 
boards furnished by Medalist Div. Includ- 
ed on it are three of the four finishes in 
which the French Classic design is avail- 
able: Antique English, Old Copper and 
White Gold. A fourth finish, Black Gold, 
is available on No. 56A board, measur- 
ing 834”x104”. 

Either board is offered free with pur- 
chase of 12 each of the four French 
Classic finishes. Medalist Div., National 
Lock, Dept. BMM, Rockford, Ill. 

Circle No. 223 on Handy Cover Card 





Kitchen Towels for Homemakers 

You now may offer a customer five 
heavy-duty Irish linen kitchen towels for 
only $1 with the purchase of any Minne- 
sota Paint product. Customer sends in 
coupon with $1 and towels are shipped 
direct to her from Belfast, Ireland. 

The special offer is being promoted 
by an extensive direct mail campaign 
consisting of color card mailers plus ad- 
vertising via radio, TV, Sunday news- 
paper supplements and House & Garden 
magazine. Minnesota Paints, Dept. BMM, 
1101 3rd St. So., Minneapolis. 

Circle No. 226 on Handy Cover Card 
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Do-It-Yourself Termite Control 

A new sales package especially de- 
signed for retailers contains a brochure 
describing X-Termite’s use to homemak- 
ers, guarantee forms, catalog sheet and 
price information. 

The do-it-yourself liquid termite con- 
trol also kills and controls household, 
lawn and garden pests. It’s packaged in 
squared metal cans, quart and gallon 
sizes. A gallon, retailing at $16.95, pro- 
tects a 5-room house. For a complimen- 
tary sales package, write Van E. Chemi- 
cal, Dept. BMM, 525 Ridge, Alton, IIl. 

Circle No. 224 on Handy Cover Card 


Weslock Offers Free Boring Jig 


With each order of four or more cases 
of Weslock’s 800 Series Sunray De Luxe 
locksets, the maker is offering a free 
boring jig. Dealers ordering eight or more 
cases will receive a B-136 Tool Kit and 
leather carrying case including a B-121 
marker and mortise set as well as the 
B-128 boring jig. 

Offer applies to all orders for factory 
drop shipments through Weslock distrib- 
utors until April 1. Write Western Lock 
Mfg., Dept. BMM, 2075 Belgrave, Hunt- 
ington Park, Calif. 

Circle No. 227 on Handy Cover Card 
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SEALS... FINISHES 


Deft Selling Center 


A new Deft Wood Finish counter unit 
is rich brown and yellow in color. It 
contains 2 gallons, 6 quarts, 6 pints, 6 
half-pints and 6 aerosol spray cans of 
Deft. Called Magic-pak, unit also in- 
cludes an easel display of 3 Deft-finished 
wood panels and a supply of how-to 
charts. 

Retail value of unit is $58.26; dealer 
cost is $34.96, giving him a profit of 
$23.30. Display is free. Available from 
distributors. Desmond Bros., Dept. BMM, 
P. O. Box 2216, Torrance, Calif. 

Circle No. 225 on Handy Cover Card 


B&D Drill Specially Priced 


Black & Decker’s U-15 %” De Luxe 
Drill has triple reduction gearing, B&D- 
built universal motor, instant-release 
trigger switch in full-grip pistol handle, 
is ball-bearing equipped and has a three- 
jaw geared chuck and three-wire cable. 
No-load spindle speed is 1,000 rpm. 

It regularly retails at $39.95. For 
Hardware Week, April 20 to 29, B&D 
is offering drill at a special price of 
$29.95, a saving of $10 to customer. 
Black & Decker, Dept. BMM, Tow- 
son 4, Md. 

Circle No. 228 on Handy Cover Card 
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raditional homes sell faster with Medalist 
“French Classic’’ hardware .. . in demand by 


builders and homeowners. Available in 


Antique English, Old Copper, Black or White enamel 


with Gold. Write for details on assortments, 
with FREE display boards. 


NATIONAL LOCK 
Medaltst. 


trademark for outstanding 





value in builders hardware 





MEDALIST HARDWARE DIVISION 


NATIONAL LOCK COMPANY 


Rockford, Illinois 


WE TOOK OUR DEALERS’? WORD FOR IT 


Now! 
a new, bigger 





for installing Armstrong ceilings 


ceiling tile knife (with blades) + chalk aid chalhline 


6' steel tape » Weekend Wonder Apron + instruction beer 


if 
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A 
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Weekend Wonder 
promotion 


EALERS told us last year’s Weekend Wonder pro- 

motion was one of the most successful they’ve ever 

used to sell not only ceilings but other building materials 

as well. Now we’re bringing Weekend Wonder back 

again, bigger and better than ever, featuring a free ceil- 

ing installation kit to help your customers do a profes- 
sional job. 

The new Weekend Wonder promotion is designed to 
boost your ceiling sales . . . and to help you hold prices 
firm against price-cutting competition. Here’s how it 
works: 

Armstrong will furnish you, at less than cost, complete 
ceiling installation kits. You use them to promote your 
ceilings business by giving one free to each customer who 
buys an Armstrong ceiling. 


These kits contain almost everything needed for ceil- 
ing installation: apron, tile knife, steel tape measure, 
chalk, chalk line, and an illustrated, easy-to-follow in- 
struction booklet. 

Armstrong is backing up these Weekend Wonder Kits 
with intensive national TV promotion. Twenty million 
viewers of Armstrong Circle Theatre will see and hear 
about the free installation kit at their local lumber yards. 
Armstrong Circle Theatre ceilings commercials on Feb- 
ruary 15, March 1, 15, and 29 will feature the Weekend 
Wonder Kit. 

Your Armstrong Wholesaler will supply you with ban- 
ners, indoor displays, literature, and mats. Ask him 
how you can use the Weekend Wonder promotion to 
corner the ceiling market in your area. 


(Aymstrong CEILINGS 
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HARDWARE AND TOOLS FOR HOME- 
OWNERS shown in scenes at right. 
Packaged items are priced and iden- 
tified and carry Merner’s label; hard- 
ware is bagged in the store by part- 
time girl employes. Store manager 
J. W. Ross (facing page) holds bolt 
that has been price-marked with 
grease pencil; glass bins are also 
price-tagged. At far right, power tool 
demonstration is readied for Saturday. 


MAJOR CONTRACT HARDWARE sales 
made by Merner staff are shown at 
right. The world-famous $26 million 
Stanford University medical center, 
recently opened, took $185,000 in 
hardware items. Rickey’s Studio Inn, 
a luxury motel, was another Merner 
a hardware contract. Other recent jobs 
included two research labs which 
took about $60,000 in hardware. 


Hardware. Store Business 


ONE-STOP SERVICE 


How a Successful 
Hardware—Lumber 
Dealer Does It 
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Close contact with architects, backed up by service, extensive inventory, 
qualified salesmen and sharp buying, has made Merner Hardware & 
Lumber Co. the No. 1 source for contract hardware around Palo Alto, 
Calif. 


But miscellaneous hardware items also account for a big sales volume 
when packaged and promoted Merner-style. 


Result: hardware sales in all branches ( builders’, general hardware and 
power tools) are pushed over $700,000 by this aggressive organization. 
Details start on next page. 
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How a Successful Hardware-Lumber Dealer Does It 





(begins on page 34) 


PALO ALTO, CALIF. 

ELLING HARDWARE IN VOLUME, like sell- 

ing general building materials, is a matter of 
knowing what the customer needs and supplying it 
when and where he wants it at an acceptable price. 

But in order to do a better than average sales job, 

a good hardware department must go a lot further. 
That is why Merner Lumber & Hardware Co., Palo 
Alto, Calif., has informed salesmen and store displays 
especially designed to merchandise hardware to the 
best advantage to architects, builders and homeowners. 

Roughly 50% of the store’s total annual sales vol- 

ume can be credited to one of the hardware divisions. 
Approximate sales for the various hardware depart- 
ments, according to store manager J. W. Ross, run 
something like this: 

Builders’ hardware (including industrial 
and commercial accounts ) 

General hardware (includes paint, 
garden and hand tools, plumbing 
and electrical accessories) $300,000 

Power tools $125,000 

Merner’s has made a specialty of selling industrial 

or “Class A” accounts, as they call them. One of their 
best customers is nearby Stanford University. Nearly 
every recent Stanford building has been furnished 
with hardware from Merner’s. One of their biggest jobs 


. $325,000 


was the $26 million medical center designed by world- 
famous architect Edward D. Stone. The hardware or- 
der on this building approximated $185,000. Two re- 
search labs, also for the university, took $60,000 in 
hardware. 

Many of the expensive homes in the area, including 
some well over $100,000, are completely outfitted with 
Merner hardware. One lockset alone for one $180,000 
mansion ran $150; hinges for the kitchen cabinets were 
$1.25 each. The total hardware bill was about $1,000. 
Other materials are frequently tied into these sales. 

Service architects. One good reason why Merner’s 
has done so well with contract hardware is their close 
affiliation with architects, who do the specifying for 
most of the big jobs. 

Charles Rogers, manager of the builders’ hardware 
department, works particularly with these accounts, 
taking off hardware needs for big cemmercial and in- 
dustrial needs and preparing estimates. 

Almost 100 architects were on Merner’s Christmas 
list and the firm does business regularly with about 
half this number. Most of these architects are so well 
serviced by Merner salesmen that they never come 
near the Merner showroom, except for occasional visits 
to show one of their customers actual samples from the 
diversified display found in the Palo Alto store. 

Merner salesmen keep them current with product 


SPECIAL DISPLAY PANELS of 1/,” perforated hardboard painted black, hinged and kept in position by magnetic catches and 
spot-lighted for maximum effect, are located in an alcove in rear of main store at Merner Lumber & Hardware Co., Palo Alto, 
Calif. Bob Silva, left in picture below, outside salesman for industrial hardware, shows some of his newest designs to a prospect. 





ARDWARE SCHEDULE 


MERNER HARDWARE & LUMBER 
795 Ei Camine, Pale Alte 
Dovenport 4.4744 


BUILDERS’ HARDWARE SALES COUNTER and inventory stocking area, rear. Even this 
area is used for display. Both homeowners and contractors are serviced here. Counter 
is adjacent to alcove with major builders’ hardware display. 





CUSTOMER’S HARDWARE ESTIMATE with 
detailed estimate sheets are enclosed in 
special folder which lists project, loca- 
tion, architect, contractor, contract num- 
ber, date and name of employe who 
prepared estimate. Merner’s is a member 
of National Builders’ Hardware Assn. 


CHARLES ROGERS, 
hardware department, takes off hard- 
ware needs from architect's drawings for 
Foothill College, Los Altos. 


literature, price information and product developments. 

“Buying right is one of the secrets of selling contract 
hardware,” declares Rogers. “We never buy at the 
book price. Our buying power gives us a better deal.” 
Suppliers are anxious to bid on the big jobs furnished 
by Merner’s, which services a 30-mile radius. 

The importance of price is best illustrated by one 
hardware bid for 2,000 homes. This job was lost be- 
cause of a price differential of only 30¢ per house. 
On the other hand, there is far more than price to sell- 
ing big contract hardware jobs consistently. 

Big inventory. Merner’s carries one of the largest 
hardware inventories anywhere around. Some of their 
competitors have even sent clients to Merner’s to make 
certain selections. Customers know that Merner’s is 
likely to have what they want. The firm offers 24- 
hour delivery service, if required. 

This reputation for quality, inventory and service has 
led many customers to place their orders with the Palo 


head of builders’ 


BOB SILVA, outside salesman for indus- 
trial hardware, holds an expensive lock- 
set. These are not everyday sales, but 
they can run as high as $150 each. 


Alto merchandiser without requiring another bid. For 
example, one co-op apartment promoter, without ask- 
ing for another bid, placed a $75,000 hardware order. 

Two display areas. Two separate parts of the store 
are used to display hardware. One section is devoted 
primarily to builders’ hardware, including door pulls, 
door knockers, lock sets and fancy bathroom hardware. 
Household hardware, either bagged or binned, is dis- 
played in the main store area. 

The builders’ hardware area is found in an alcove 
in the rear of the store. Knobs and pulls have been 
attractively mounted on 2’ x 2’ sheets of perforated 
hardboard painted black. Each individual display sec- 
tion is hinged and staggered for attractive display at 
eye level. Each panel is kept in position with mag- 
netic catches. The order number and retail price of 
each item is posted on the back of each display. 

In addition, there are special display units furnished 

(continued on page 40) 
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Here’s how Waggener’s 
Lumber Yard at Festus, Missouri 
simplifies lumber handling 


Waggener Store Co. of Festus, Missouri, is using Pruden Clear Span 
Steel Framing to build up their completely new lumber yard. Founded in 
1878, and serving the Southeastern quarter of Missouri, Waggener’s to- 
day have this completely new yard with all of the most modern facilities. 
The new office and store pictured above is headquarters for serving both 
retail and wholesale functions of the commercial and industrial market. 
Other buildings include a millwork shop, a iumber warehouse, multiple 
lumber storage units, plus three umbrella sheds for open storage. 
All these buildings, including the office and store, are Pruden Clear 
Span buildings. 
Waggener’s report that the Pruden “Clear Span” feature has given 
them top quality buildings at less cost. In addition the ‘“‘Clear Span” fea- 
4 ‘ ture permits stockpiling with wide aisles made to order for mechanical 
Wallace R. Hancock. general manager of fork lift loading...a savings in time and labor of utmost importance to 
Waggener Stores Co., Festus, Missouri. profitable volume operation in busy seasons. 
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Exterior of the 60’ x 412’ warehouse at 
Waggener's. Note two wide end doors 
giving access to the aisles for easy 
fork lift handling 


The heart of the Waggener retail op- The 60’ x 412’ Pruden lumber ware- Building materials displays are neatly 
eration in the main office and store house. Fork lift handling of lumber arranged along the inside wall of the 
building. Note clear span interior that saves time and money. store... between the Pruden Clear 
affords freedom of arrangement Span frames 


.Both at a price far less than 
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SAVE TIME-NO WAITING 
FAST, EFFICIENT SERVICE 


PRE CUT PATIO 


12 Ft.x 16 FA. 


SUMMER SPECIAL 39: 
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NEED A GARAGE? 


Pre-Fab Wall Sections and Roof Sections 
Ready to Erect on Your Property . . . 


PRE 20'x20' 
rat GARAGE 


SEE THIS TOP-QUALITY WELL-CONSTRUCTED 
GARAGE ON DISPLAY IN OUR YARD 
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NEWSPAPER ADS feature both products and complete pack- 
ages such as garages and patios. Ad budget is based on 1.1% 
of gross sales. Sunday and Monday specials on a single prod- 
uct are often used; one small ad moved 200 garbage cans. 
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Successful Hardware-Lumber Dealer 


(begins on page 34) 





by hardware manufacturers. These include towel rings 
in gold, brass and chrome, ceramic pulls and locksets. 

The entire builders’ hardware area is spotlighted so 
that the individual pulls and knobs stand out like 
jewels. Within the past year, Merner’s has added a 
solid brass line in architectural pulls in contemporary 
styling and another line in a Chinese pattern. The 
display shows samples of contemporary, traditional and 
provincial lines. Industrial door pulls are shown along 
with residential. 

Two countermen in the builders’ hardware section 
stock shelves and serve regular customers, who may 
also include homeowners as well as contractors. One 
man under Charles Rogers services churches, schools 
and industrial accounts; another man works with Bob 
Silva, the chief outside salesman, on the residential 
check list and a fifth man schedules hardware items 
from stock. 

Household hardware. Two gondolas, built by Mer- 
ner’s Own personnel within the last six months, are 
used to stock hardware items in the main store. Using 
44” perforated hardboard with TW3L _ turnbuckles, 
these gondolas were put together in a little over four 
hours at a cost of about $50. 

Each bin is price-tagged and wherever possible such 
items as bolts are priced with a grease pencil. (Price- 
coding of bolts by color is being tried in some stores. ) 

Four different sizes of polyethylene bags are used 
to package such items as nails, gate hooks, eyes, wash- 
ers, nuts, screws etc. Ross admits they could probably 
do with two sizes. 

Merner’s package their own small hardware items 
after discovering that girls can do the packaging at 
lower cost and less time than it would take a higher 
salaried employe to weigh them. One girl writes the 
labels, a second girl does the packaging and a third 
girl seals them. Time studies showed that only 1” 
minutes are required to finish a complete package: 
bag (1.3¢), labor and materials all average 19¢. 

Ross figures that a salesman can use his time much 
more profitably making package sales than packaging 
small hardware items. One girl also checks the shelf 
inventory, filling in where necessary and _ inserting 





SAW BLADES mounted on perforated hardboard are used to 
merchandise a dead corner of the Merner retail store. 
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ORDERLY HAND TOOL DISPLAYS at Merner's contrasts with 
the jumble found on the low-priced table at most dealers. Store 
manager Scott of Merner’s finds that orderly display sells as 
many tools—possibly more. 





Successful Hardware-Lumber Dealer 


(begins on page 34) 





price tickets into the brackets over the glass dividers. 

“Anything we can price, we don't package,” says 
Ross. 

Centralized buying. Outside the “Class A” category, 
hardware buying is centralized in one purchasing agent, 
although the buyer may consult with department 
heads and floor salesmen. 

After spending six years with Montgomery Ward, 
Ross has carried over many of the merchandising, 
stock control and display ideas he learned from chain 
store operation. 

Depending on the department, inventory is checked 
over once a month to once in three months. Inventory 
check books are studied by the purchasing agent who 
makes an analysis and reorders. A note is made for 
the reason for peak sales periods—sales, special pro- 
motions, etc. 

Store remodeled. Since the store was remodeled 18 
months ago, sales have almost doubled, says Ross. A 
new floor and checkout counter were installed and the 
paint department relocated in an area away from traf- 
fic. About one-third of store sales are cash, although 
credit programs are also pushed through 30, 60-day 
and open accounts together with a credit card system. 

About one-third of the store’s volume is done on 
Saturday and Sunday (9 a.m.—4 p.m.). The store is 
open 67 hours a week. Four extra employes work in 
the hardware department on Saturday and five on Sun- 
day. Finding qualified part-time help has been no 
problem. 

One man has been with Merner’s on this basis for 
five years, three men for three years and one for two 
years. The regular Merner staff numbers 43 employes. 
About 75% of the firm’s total sales are retail. 


New Literature 


Sheet-Board. A technical publication describes the appear- 
ance and manufacture of Sheet-Board, a modular panel for use 
in roof, floor and sidewall sheathing. The new bulletin is 
punched for ring binder and is 8%” x 11” with a fold-out flap. 
A specification guide for Sheet-Board is included, as well as 
information relative to its recognition by FHA. A copy will be 
sent on request. Write to Western Pine Association, Dept. 
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Heavy Wall Chrome 
or Brass Rods, 1” & 1%" O.D. 











Shelf 4 
Support aoa 
ths 12 ft. 
Adjustable Stock Lengths 
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Chrome or Brass 


HANG RODS 


and fittings 
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Keyhole 
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Keyhole 


Flange ® Many other fittings 


available 


® Large stocks for immediate 
shipment 


® Low prices!... 
e We also make to order 


S. PARKER HARDWARE MFG. CORP. 


27 LUDLOW STREET: © Phone WAlker 5-6300 © NEW YORK 2 N.Y 
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LOOK FOR 
THE 
@R 
ON THE END 


The 
TIME-TESTED POST 
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For almost half a century 
the famous L-B brand has 
identified the LONG-BELL 
pressure-treated Southern 
Pine Fence Post. 

Millions in service on the 
farms and ranches of Amer- 
ica bear this mark of quality. 

Pressure-treated with 
100% creosote or with 5% 
Penta solution, these posts 
are recognized by customers 
everywhere for their back- 
ground of performance. 


manufactured only by 


Wood Preserving 
Division 


International Paper Company 
Kansas City, Mo. & DeRidder, La. 
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Hardware © Store Business 


NEW STORES—TWO FORMULAS 


SANTA CRUZ, CALIF. 
— into a new retail show- 
room and lumberyard in a 
more readily accessible location has 
paid off in new business for San Lor- 
enzo Lumber Co. Women now shop 
in the display room buying paneling, 
plywood, paint and tools. 
“Over-the-counter sales have jumped 
remarkably over what they were in 
our old location nearer the center of 
Santa Cruz,” said Robert T. Butcher, 
president. “We've had to hire another 
salesman because of it. The sale of 
wood fencing has climbed four times 
over what it was before.” 
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REPORTED BELOW AND 
ON PAGE 44 AND 54 


outlet on highway near Santa Cruz. 


Small Store in Front of Shed 
Packs a Big Wallop 


California dealer takes long, hard look at showroom design 
before moving operation to new location. Sales climb in four 
months as new customers are lured into store. 


San Lorenzo Lumber Co. has gained 
in volume, even though nearly every 
other local building materials dealer’s 
sales were down in the last five 
months of 1960. Butcher attributes 
this to his store’s new location in a 
commercial section near a well-trav- 
eled freeway in the middle of Santa 
Cruz’s growth area. 

Together with Steiner Lumber Co., 
Oroville, Calif., co-owner Butcher 
bought the San Lorenzo dealership 
three years ago. It was his first ven- 
ture into the retail lumber business af- 
ter operating an Oroville sawmill for 
five years. He put in a large amount 


of research time before making the 
move to the outskirts of town. 

“Before planning the new layout | 
studied several books, read many trade 
magazines and received help from 
U. S. Gypsum’s yard layout and de- 
sign service,” Butcher said. “I also 
visited a lot of the larger yards in the 
area. I got many ideas from them 
and learned from mistakes they had 
made.” 

Construction. Butcher decided on 
post-and-beam construction for the 
new building because of its appear- 
ance and low cost. He put his ideas to 
work planning the new 3,720 square 
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foot display room at the front of the 
building. 

Customers can browse through 
hardware and power tool displays as 
they move toward the paint depart- 
ment. The one break in the large front 
window expanse is filled with a hand 
tool display. 

“We were lost in the old location as 
far as walk-in trade was concerned,” 
Butcher said. “Usually purchases were 
so small there was no profit in them. 
We had no room to effectively mer- 
chandise items, but all that’s changed 
now.” 

Office space is provided behind a 
counter at the rear of the new display 
room. Behind that is a 6,400 square 
foot storage-sales area containing 
moldings, dowels, doors, plywood, 
ceiling tile and other items. A small 
drafting room situated in one corner 
is walled with displays of sliding, fold- 
ing, flush and louver doors and alu- 
minum windows. 

Promotion. After moving, Butcher 
aimed a large amount of radio and 
newspaper advertising at the home 
handymen in his residential area. This 
gradually eased off after open house 
last August. Now Butcher limits ads 
to two weekly in the local newspaper 
and timely radio spots. 

“Constant exposure of the company 
name every week is better than an 
occasional big advertising splash,” 
Butcher asserts. 

Added space has permitted an in- 
ventory increase in the new lumber- 
yard. More than a million board feet 
of lumber is stocked, along with more 
tools and hardware. 


2 Aetna BAe mee a8 se 


fp 





HARDWARE AND SPECIALTY SALES are pushed by salesman Joe Dutra in new San 
Lorenzo store. Display room has only 3,720 square feet but it has merchandising 
flavor which generates impulse sales. This type of store differs from another dealer 
retail formula—stores in shopping centers. Two examples of shopping center stores 


are described elsewhere this issue. 


Butcher also likes to keep track of 
all new building materials being intro- 
duced. He believes that if customers 
find new products they hear about at 
San Lorenzo Lumber, they will return 
when they want others. 

Help Contractors. Three of the lum- 
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ber and building materials dealer's five 
salesmen spend about two hours daily 
servicing contractors with problems 
on the job. Two concentrate on lum- 


ber, the third on hardware. 
“Contractors look to us for help, 
Butcher said. 


DOORS AND WIN- 
DOWS form wall off 
small drafting room at 
San Lorenzo Lumber. 
Display shows how to 
exhibit variety of 
building products in 
compact area. 





Hardware. Store Business 


NEW STORES—TWO FORMULAS 











BUILDING MATERIALS and hardware center is one of 16 stores 


in Colorado shopping center and the only retail building ma- 


terials store in town. Company is owned by a tract builder. 


REPORTED BELOW AND 
ON PAGE 2? AND 54 





up stock is available in adjacent outdoor storage area. 


Dealer's Shopping Center Store Serves 
Postwar New Home Community 


Housewife shoppers come from fast-growing town to Securi- 
ty (Colo.) Supply Co.'s new outlet. Electric kitchens next 
home improvement package to be displayed here. 


FTER several years in which their 

principal business was furnishing 
building materials to their parent cor- 
poration, Sproul Homes, the Security 
Supply Co. has placed new emphasis 
on consumer business with the open- 
ing of a shopping center store six 
months ago. 

Security, Colo. has grown so fast 
that the 1960 Rand McNally Road 
Atlas overlooked the existence of this 
thriving community of 12,000, seven 
miles south of Colorado Springs. 

Six years ago, when Security Sup- 
ply opened for business, the town was 
mainly wide open spaces. Three years 
ago Sproul Homes was building 30-35 
houses a week in Security and had as 
many as 500 under construction at 
one time. 

Most of these houses are occupied 
by civilian personnel for the new Air 
Force Academy and Ft. Carson. With 
Sproul’s home building activity slack- 
ening off to about 10 houses a week 
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in Pueblo, Colorado Springs and Se- 
curity, general manager C. D. Spur- 
lock moved Security Supply’s retail 
operation from a_ 19’x36’  sales- 
room into a 10,000 square-foot build- 
ing in a 16-unit shopping center. 

Rental is set at an annual figure plus 
a percentage of gross above a fixed 
volume. Store hours are 9 a.m. to 8 
p.m. six days a week. The staff in- 
cludes six full-time and three part- 
time employes. 

Sales and customer reception in the 
first six months of operation have jus- 
tified this move, according to store 
manager Harry Carpenter. Especially 
gratifying is the large number of wom- 
en customers who are attracted to the 
store by the 1,000 square-foot display 
of housewares and giftwares. 

The paint department featuring 
three well-known lines in as many 
price brackets has also been a draw- 
ing card. Quality, nationally-advertised 
lines are promoted throughout the 


store, including lines of power and 
hand tools. 

Lumber shorts up to 8’ are 
stocked on the sales floor with a 20,- 
000 square-foot backup lumber stor- 
age area in the rear and a cinder block 
shed 80’x22’ with a 15’ ceiling. 

Most of the store traffic is home- 
owner, do-it-yourself business. Sproul 
Homes in Security are all three-bed- 
room models and run $10,500 to 
$19,750 and Security has been active 
in selling patios and other improve- 
ments for these. 

Manager Carpenter, who heads the 
only retail building materials store in 
town, is planning to get into kitchens 
with special emphasis on all-electric 
installations. Eventually, he hopes to 
have his own crew of mechanics. Most 
customer financing can be arranged 
through a local bank. 

Store promotion is mainly through 
a half-page ad in a free tabloid. Stereo 
music in the store has created favor- 
able customer comment, Carpenter re- 
ports. 

Security Supply also operates retail 
stores in New Mexico, California and 
Nevada, where Sproul Homes has al- 
so been active in tract building. 
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DIVERSIFIED LINES, including many seasonal products, are WOMEN’S TRAFFIC, stimulated by housewares and giftwares, 
available for selection by homeowner and do-it-yourself cus- has shown a good increase, according to manager Harry 
tomers. Carpenter. 


STORE AND YARD LAYOUT of Security (Colo.) Supply Co. located in 16-unit shopping center. 
Note emphasis given to seasonal displays on skids, located next to checkout cashier. Sepa- 
rate area is reserved for lumber bins, millwork and plywood, with entrance from main store. 
There is also outside lumber storage. Combination building materials and hardware stores in 
shopping centers is a national trend. 
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Folding Door Units 


[es] Now you can get matchless Kenna- 
B track hardware factory-fitted to top- 

grade folding doors. Kennatrack 
[] units are completely assembled, in one 

package, ready for instant mounting. 
Your choice of famous Kennatrack 
Series 4400 or 1300 hardware; ma- 
hogany, white pine, birch, pre-finished 
birch and oak. Units are available 


i] in flush, louvered and raised 








panel-louvered styles. Each unit is 
competitively priced. Each unit in- 
stalls instantly. Each unit, because it’s 
Kennatrack, will last a housetime. 

Available now from your Kennatrack jobber! 


Second To None! 


OUT OF THE BOX see 
AND INTO THE 


KENNATRACK wae: 
KENNATRACK 
3933 E. Jackson Bivd. 
Elkhart 6, Ind. 


A Subsidiary of COy Products Co. 


In Canada, Kennatrack Division, =~ 
Ekco Products Co. (Canada) Limited, _. IN SECONDS! 
Scarborough, Ontario 


Circle No. 20 on Handy Cover Card 











fe] amelilaelelele 
protection of 
natural siding, 
garage doors, 
fences 


Ne Vesa Rb) aWeather-Cide 


for redwood, fir, 
pine, cypress 


A tung oil based clear 
exterior finish 


Waterlox Weather-Cide leaves 

zhtly ““grippy” surface that 
resists the effects of sunlight 
and weather. Wears down like a 
self-cleaning paint for easier 
recoating. It contains a fungicide 
t mbat mildew. While 
Weather-Cide is a clear finish 

oil can be added 





t hour drying time 
contributes to long life 
of Weather-Cide 
Natural 


Exterior Finish 
MADE FROM TUNG O11 





For a free 1 pint sample, attach 
this ad to your /etterhead 





WATERLOX DIVISION, THE EMPIRE VARNISH CO. 
2638 East 76th Street, Cleveland 4, Ohio 
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Hardware Store Business 


Springtime Sales Idea . . . 


SPRING FENCE SALE 


White — Now ot Hugh M. Weeds you con purchase “a 
MANY ol your fencing needs. Take odventage of 
these low sale prices, We will glodly help 
you plan end estimate the cost of your 
a4 fence. Use our low budget terms—Nothing ** 
down, poyments from $5.00 te $40.00 per 
month. 
CHAIN LINK FENCE PACKAGE 


WHITE CEDAR SPLIT RAIL 
FENCE PACKAGE 

















‘SELF SERVICE STORE 
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Promotion Really Moves 
All Types of Fencing 


DENVER. 

ENCING is given a big promotional push each week 
during the 90-day spring season by Hugh M. Woods, 
Inc., Denver, with a full-page tabloid similar to the above. 

The various types of fencing are clearly pictured, each 
with price. Free estimates and budget terms are featured. 

Although most of the homeowners do their own installa- 
tion, Wood’s will arrange installation with a fencing con- 
tractor if preferred. Homeowners are offered the free use 
of a post-hole digger and fence stretcher. 

Last year, Woods’ fencing promotion was credited with 
selling $9,000 in white cedar stockade fence; 45,000 feet 
of 42” chain link fence and 160,000 board feet of 1x6 
utility grade redwood. In addition 120,000 board feet of 
4x4 redwood posts were sold during the spring fence sale. 





McCutchan is Chairman of NRLDA Show 


Robert J. McCutchan of the Metzger Lumber Co., 
Lebanon, Ind., has been appointed general chairman of the 
8th Annual NRLDA Building Materials Exposition, ac- 
cording to Winfield B. Oldham, NRLDA president. 

Serving on the Committee with Mr. McCutchan will be: 
Roy G. Leitch, Jr., Auburn Heights, Mich., attendance 
chairman; and Deyo Johnson, Ellenville, N. Y., program 
chairman. 
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Hardware Store Business 


Paint Promotion 


Warwick, R. I.—To stimulate paint 
sales, Arch Lumber Co. moved the 
mixing machine to the center of the 
sales floor and barricaded it with paint 
cans. Paint cans were hung from the 
ceiling over the entire store. As the 
result of the store display, backed up 
by a newspaper ad, paint sales took a 
jump. 
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One Dozen Store Sales Ideas 


(Gathered by BMM's cross-country reporters) 
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Carport Display 
Inside Store 


FRONT RoyaL, Va.—While 
most dealers display carports 
outdoors, Golliday Lumber Co. 
has found an inside display really 
doesn’t take any room and will 
probably get more attention. 
Many people who ask about the 
carport frequently become inter- 
ested in other building materials. 
If the customer has a garage, it 
may remind him that a little 
painting or repairing is needed. 


(continued on page 48) 
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Hardware - Store Business 


Seasonal Sales Area 

BEVERLY, Mass.—Six colorful 9- 
foot garage doors face a principal 
street and provide a summertime show- 
case for garden supplies at Samuel 
Knight Sons Co. Bright blue and yel- 
low translucent plastic roofing is used 
for colorful effect. 

The firm does a lively business with 
vacationers in need of outdoor living 
and general builders’ supplies, mostly 
on a self-selection basis. 


Wall Section is Sales Tool 


PALMYRA, N. J.—A wall section at 
Penn-Jersey Lumber Co. is used as an 
example to show customers how to 
install windows, also what materials 
are needed for the job in a frame 
house. 


Mass Traffic-Builder 


MiIAMiI—Lehman Lumber 
Co. Ltd. believes it was the 
first yard in southern Florida 
to do an extensive merchan- 
dising job with tubular alu- 
minum and redwood outdoor 
furniture. 

All customers at the new 
Opa-locka yard have a wide 
choice in outdoor furniture. 
Drive-in shoppers, after pick- 
ing up their orders, move 
down a traffic lane with out- 
door furniture on either side. 

In addition to lumber and 
builders’ supplies, Lehman’s 
also carries interior furniture, 
housewares and major home 
appliances. 
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One Dozen Store Sales Ideas (continued) 


Installed Fiberglass 


WISCONSIN RAPIDS, Wis.—A _ cov- 
ered deck over the loading platform 
at the central warehouse of Rapids 
Lumber & Supply Co. is useful and 
helps promote sales. Lumber frame- 
work is roofed with green sheets of 
fiberglass. 


ARCH LUMBER | 
[OPEN TONITE 
- 


L Wik Mabiasse & 0 Hon 


Free Spuds 

Warwick, R. I.—A free offer of 
10 pounds of potatoes with every $5 
purchase was used by Arch Lumber 
Co. to stimulate sales. To attract wom- 
en, the lumber firm placed a coupon 
ad close to department store and spe- 
cialty advertisements. Some 200 per- 
sons clipped the coupons. 


Turn page 
for more 
store ideas . 


February 27, 1951, BUILDING MATERIALS MERCHANDISER (American Lumberman) 











A Self Storing STORM DOOR 
that opens the way to year round 
comfortable and healthful living. 


Called the BAHAMA* because it is designed to insure pleasant “indoor 
climate” in all seasons of the year. It’s a storm door in Fall and Winter 
and a screen‘door jn Spring and Summer. 


The BAHAMA* ores itself, eliminating all storage problems. All you 
have to do is slide the glass panels up and down to cover the screen 
in Winter and uncover it in Summer. Screen and glass panels are 
stored in the door . . . and they’re easy to clean. 


The BAHAMA* is completely weatherstripped with built-in Vinyl 
plastic on three sides and adjustable botton door sweep. Even the 
glass panels have complete weather stripping. Elimination of drafts 
adds to your living comfort and protects your health. You save 
on heating costs in Winter. 


Upkeep costs are at a minimum. BAHAMA* doors never need 
paint. No rusting or rotting. 


They are self-closing. The built-in action of the new and im- 
proved latch and air check prevents slamming. 


The BAHAMA®* Self Storing Storm Door is the result of years 
of experience in the engineering and manufacture of aluminum 
products by one of the oldest firms in the business. It is made 
of the finest extruded aluminum. Corner inserts are re- 
cessed for greater strength and cross bars are riveted to the 
frame. It is the most durable door on the market. It comes 
in standard sizes, ready for delivery and with this full one 
inch door you have your choice of piano hinge or stain- 
less steel oilite bearings. 





THE 
ANTIGUA#* 


Combination Storm Door 
Has all features of BAHAMA* except that 
it gives full ventilation in the Summer by 
removing the glass and inserting the screen 
panel. 











Sold only by factory authorized dealers. 


Write, wire or phone for details. Ask about our 
complete line of lineals for storm windows. 


A PRODUCT OF 


SOUTHEASTERN TOOL & DIE CO. 


Manufacturers of a complete line of storm doors 
P. O. BOX 26, POWDERLY STATION, BIRMINGHAM 1|1, ALABAMA PHONE STate 6-6364 
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Home Planning in Comfort Shows Louvered Doors in Use 
WESTFIELD, Mass.—Home-like atmosphere for custom- Detroit—About three of every five persons who enter 

ers thinking of building or remodeling their homes is pro- or leave the front door of the Erb-Restrick Lumber Co. 

vided by Western Massachusetts Building Supply Co. by Wyoming St. location pay some attention to the display 

providing a living room setting in one corner of their store. of louvered doors and shutters. Women customers, espe- 

Samples and literature are nearby. Wall signs play up the cially, linger quite a while. 

complete package and financing service. Since the display demonstrates the doors in use, a pros- 
pective buyer can easily visualize how they would look 
in her own home. Complete instructions are furnished do- 
it-yourself customers or Restrick will furnish the name of 
a contractor. 


t Alumina 


Brings In Women 

MeMPHIS—Cash sales have been 
promoted by Best Lumber and 
Hardware Co. by a monthly draw- 
ing from cash tickets for a home 
appliance prize. A sign attached to 
the appliance lets customers know 
what the current month’s prize will 
be. The winner of the previous 
month is also listed. 





WDee v0 sire 
26-Feet Sire 
2B-Feot Size 
32-r00t Sire 
36-Foot Site 


Ladders for Every Purpose 
MiILwAUKEE—Ladders of all kinds 
are displayed and advertised by Capitol 
Lumber Co. Various types of step 
ladders are set up in a massed display 
5‘ é p on the floor while the extension lad- 
Sliding Window Displays ders are hung from the wall. Sizes 
HoLyoke, Mass.—Sample_ win- and prices are clearly identified in 
dows are installed on overhead roll- newspaper advertising and _ product 
er tracks at Tessier Lumber Co placards. Special features of each type 
The windows are at eye level. Dis- of ladder are emphasized. Who has a 
play measures 8’ x 8’ and can ac- ladder department in your town? Good 
commodate 12 windows. idea for springtime promotion. 
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1360 shakes a minute mix 
paint through and through 
as no ordinary “shaker” 
can. (unretouched photo) 


Patented offset can clamp 
now standard for extra 
“travel’’, 100% blend. 


¥ 


Guarantees Fertect Color Matching Every Time 


Every store-mixed color system needs a Red Devil Paint Condi- 
tioner to put all the pigment in perfect suspension, to insure the 
thorough blending essential for correct color matching. 

Choose from the three models shown here, the Red Devil Paint 
Conditioner that suits your needs. Whichever you choose, you 
get full-year guarantee. Shipment from Union, N. J., or Chicago, 
or Los Angeles to save you freight. 29 authorized Red Devil 
service stations — one near you — should repairs ever be needed. 
See your jobber for prices, trade-in allowance on old machines, 
and data on useful accessories. 


Red Devil Tools. 


Union, N. J., U. S. A. 


Red Devil No. 33, the 
heavy duty model for 
1- to 5-gallon cans and 
4-can cartons. 


Red Devil-Harbil HB 7, 
shakes 2 cans at once, 
anything from 1% pint 
to 1 gallon. 


World’s Largest Manufacturer of Painters’ and Glaziers’ Tools Since 1872 
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reasons why we prefer 
to sell L-O:-F Window Glass” 





By BILL TYSON, Vice President 
Anderson-McGriff Company, Atlanta, Ga. 


Libbey-Owens-Ford’s national brand advertising is our best merchandising 
factor. And the quality of L-O-F Window Glass is important to us in selling. 


The interest and service of our local, courteous L-O-F Distributor help keep 
our stock balanced and adequate. 


We do a lot of fractional size cutting. The easy-cutting quality of L-O-F 
Window Glass saves us money and adds profit to our business. 


We display glass on our sales floor. It reminds 
people that we sell L-O-F Window Glass. And the 
wide variety of L-O-F sales aids are a big help in 
merchandising glass. 


We like the boxes in which L-O-F Glass is delivered. 
After we remove part of the glass for our display 
racks, the original boxes protect the balance which 
we store in the back room. 


FREE BOOKLET 


Has plans for building vari- 
ous sizes of display storage 
racks. Lists L-O-F quality 
window glass sales aids to 
help you get more business. 
Order booklet, ‘‘For Greater 
Profits’, from your L-O-F 
Glass Distributor (Listed 
under “‘Glass”’ in the Yellow 
Pages) or write to L-O-F, 
6521 Libbey-Owens- Ford 
Building, Toledo 1, Ohio. 
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Hardware “ Store Business 


-_ 


se 


Dealer calls it a 


. - a ~~ 
1,200 SQ. Ft. ‘IDEA’? SHOWROOM in major New Jersey shopping 


center is adjacent to giant department store. Every foot of the 
30’x40’ showroom is devoted to home modernization displays. 


catalog’’ outlet. 


Home Improvement ‘Catalog’ Store in 
Shopping Center Is Immediate Success 


Blizzard didn't prevent Linden Lumber from writing 
$24,000 in first three days after opening their shopping 
center showroom in New Jersey. Firm plans two more 
shopping center outlets for package sales. 


LINDEN, N.J. 

INDEN LUMBER CO. opened its 

first shopping center showroom 

with a blast—although not quite the 
one it had intended. 

A newspaper-radio advertising bar- 
rage was scheduled to herald the 
grand opening Jan. 20. But instead, the 
elements took over and a howling 
blizzard struck the Atlantic coast, 
dumping nearly a foot of snow on 
Eatontown, N.J., site of the new shop- 
ping center. 

Despite the elements, Lester Gott- 
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denker, president of the five-store 
Linden Lumber chain, was highly 
pleased with the reception his Home 
Idea Center received. His firm is de- 
scribed as New Jersey’s largest home 
improvement company. 

“We scheduled $4,000 worth of ad- 
vertising to alert the Ft. Monmouth 
area residents to our showroom open- 
ing,” Gottdenker said, “but when the 
storm hit, we figured there was no 
sense wasting money, so we cut back 
by $3,500. 

“Very few people braved the weath- 


er that Friday, but some did venture 
out the next day. We were closed 
Sunday, of course, but on Monday and 
Tuesday, when the roads were begin- 
ning to clear, people turned out to 
shop. Most of them didn’t even know 
our showroom was there. 

“In those first three days, our one 
salesman at the showroom wrote $24,- 
000 worth of home modernization 
business. We got 20 good, solid leads 
from them and our outside salesmen 
are hustling around closing them.” 

Idea House. Located on the western 
edge of the new, 50-store Monmouth 
Shopping Center at Eatontown, Linden 
Lumber’s Idea House catches plenty 
of shopper traffic. People moving to 
and from one section of the 10,000- 
car parking lot have to pass the 30’x40’ 
showroom. It has the advantage ot! 
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being adjacent to a bank, candy 
store, barbershop and drugstore. The 
large Bamberger’s department store 
is only a step away. 

Linden’s 1,200-sq. ft showroom has 
2,000 sq. ft. of “idea room” displays 
in it, making use of every possible 
inch. Gottdenker is convinced small 
displays, such as paneling, cannot do 
the selling job a finished-room show- 
case performs. 

“In every one of our five show- 
rooms, we concentrate on actually 
showing customers how their home 
modernization will look when it is 
completed,” Gottdenker said. “That 
way the woman is sold right away and 
price is no object. We also keep them 
spotless. Women shy away from dirty 
displays.” 

Despite the fact that snow still cov- 
ered most of the area, Linden Lum- 
ber’s Monmouth showroom drew more 
than 500 persons on the first clear 
day. When advertising hit full force the 
following weekend, more than 2,000 
were lured into the store on Saturday. 

Persons slogging through the snow 
noticed the Idea House sign. They 
peered through the broad front window 
as they passed. Many walked in when 
they saw what appears to be a half- 
house constructed inside the 30’ x 40’ 
space. 

Displays. Aluminum siding and gut- 
tering, asphalt shingles and floor tile, 
a bow window and acoustical ceiling 
tile are displayed. A complete kitchen 
with new “drop-in” electric range 
greets the visitor as he opens the front 
door. To his right is a bar-recreation 
room display. The “basement” of the 
house contains two fully-finished, but 
different, recreation rooms, highlight- 
ing mahogany plywood wall paneling, 
recessed lighting, floor and ceiling tile 
and a finished stairway. 

Visitors can climb the stairs beneath 
the aluminum siding showcase and ob- 
serve two completely different attic 
improvement displays. One contains 
wood double-decker beds for a grow- 
ing family. 

Gottdenker induced the owner of an 
exclusive furniture store in Rahway, 
N.J. to visit the store a few days after 
it opened. The dealer was so enamored 
with the Idea House that he agreed to 
furnish each room and use the outlet 
as a showcase for his products. He 
said it was the first time in the firm’s 
long history that furniture had ever 
been displayed outside the store. Now 
a financing setup has been arranged 
sO customers can include the cost of 
furniture in their modernization pack- 
age. 

“I’m so enthusiastic about the future 
of these ‘catalog’ stores, I'm already 
negotiating to open two more as 
quickly as possible!” Gottdenker said. 
“I’m convinced they are a success!” 

No materials. Nothing is sold in 
Linden Lumber’s new shopping center 
showroom but an idea. No building 
materials are stored there and no in- 
dividual merchandise items are on dis- 
play. Manager Fred Dell’ario is the 


only full-time person on duty. 

“When people walk in_ here,” 
Dell’ario said, “they're already inter- 
ested in home improvement. In many 
cases, they have their homes paid for 
and need some modernization. A lot 
of houses in this Jersey shore area are 
being converted from summer homes 
to year-round living. 

“Nearly all these people are fully 
qualified and some pay cash. Price is 
no object. When the woman sees a 
completed room she has been pictur- 
ing in her mind, she says ‘I like that.’ 
Her husand more often than not 
will simply ask “How much a month?’ 
I write them up on the spot. 

“The first clear day a couple walked 
in—they didn’t even know the place 
was open—and within 15 minutes I 
closed a $4,500 basement improvement 
sale. Our average sale in the first week 
totaled $6,000!” 

Builders like it. Another advantage 
the shopping center showroom offers, 
according to Gottdenker, is that build- 
ers can make use of it, too. 

“They bring customers in to show 
them what their home modernization 
job will look like when it’s finished,” 
he said. “Then they buy their lumber 
and building materials from Linden 
Lumber.” 

Grand opening. Linden Lumber of- 
fered gifts to every one who visited 
the Home Idea Center. Surprisingly 
enough, few persons wanted the ball- 
point pens and sewing kits. The only 
ones who accepted them gave them 
to their children to keep the youngsters 
quiet while mother and dad talked 
business. 

Mystery Room. Gottdenker also de- 
vised a promotion stunt for the grand 
opening celebration. The Mystery 
Room contest ran from Jan. 20 to 
Feb. 28 and the winner will be an- 
nounced by Mar. 15. 

Visitors at the main store in Linden, 
another branch farther out New Jer- 
sey Rte. 35 at Manasquan or the Mon- 
mouth center store could estimate the 
cost of the Mystery Room (see card). 
The person who filled in the qualifying 
entry card and guessed nearest to the 
actual cost of the Mystery Room wins 
a completely finished family room 
worth about $1,000. 

Lease. Linden Lumber has a 10- 
year lease at approximately $6,500 a 
year on the Monmouth showroom. 
Even though the store is called Linden 
Lumber Co., as are all the branches, 
it actually is a separate company. 

Gottdenker charges Dell’ario and 
his other store managers for all over- 
head, follows a dual advertising pro- 
gram with the outlet paying its share 
including full price for building ma- 
terials sold. There is no price-cutting 
just because of the subsidiary nature 
of the showroom. 

“Each branch must stand on its own 
feet,” Gottdenker declared. “We make 
full use of the facilities and reduce our 
overhead. Linden Lumber has a guar- 
anteed outlet for its building materi- 
als too. Jobs are subbed out, but con- 
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tractors work so closely with us they 
are practically our men.” 

Volume. In its initial year, Gott- 
denker thought he was setting his sight 
high in aiming for a $250,000 volume 
from the new showroom. However, on 
the basis of what he learned the first 
week, Dell’ario feels he can at least 
double that figure. In addition to sal- 
ary in five figures, Dell’ario will re- 
ceive 10% of net profits at year-end. 
He undoubtedly will strive to make 
his prediction come true. 

Dell’ario considers a $600 order a 
“small one.” The average basement 
modernization package sale from the 
Monmouth showroom runs $1,800. 
Smallest package recreation room im- 
provement totals $695. This includes 
acoustical ceiling tile, asphalt floor tile, 
recessed lighting, dimmer switch, ma- 
hogany plywood paneling and finished 
stairway. Pullout shelves beneath the 
staircase permit use of storage space 
behind them. 

Teletype. When he completes a sale 
and financing is arranged, Dell’ario 
puts the order on the teletype that 
connects all Linden Lumber Co. 
branches. He sends the order to which- 
ever building materials yard is nearest 
the job, either Linden or Manas- 
quan. Job begins within five days— 
the sooner the better. 

Future. Gottdenker is convinced 
the future of the lumber and building 
materials dealer lies in home improve- 
ment. Linden Lumber is beginning to 
push kitchen packages. Furnished mod- 
el room displays are the only way to 
do the job, though, he says. 

“When a woman—and remember 
she’s the one who makes the decision 
—sees a complete modernization room 
she becomes ‘inspired.’ That mak< > the 
sale!” 

Evidently it does, when you can 
write $24,000 worth of business from 
walk-in trade as an aftermath to a 
howling blizzard. 





WIN A FINISHED FAMILY ROOM 


Attic or Basement Room, completely installed... approsimate value $1,000 


DURING 


GRAND OPENING CELEBRATION 
OF 
LINDEN _LUMBER'S 


“HOME IDEA CENTER" 
MONMOUTH SHOPPING CENTER 


Eatontown Circle} 
CONTESTANTS MAY ALSO COMPETE AT FOLLOWING BRANCHES 
LINDEN: 1402 E. 5¢. Georges Ave. MANASQUAN: Rf. 35 (corner Lekeweod Rd.) 
-_ FILL OUT REVERSE SIDE OF CARD & DROP IN BOX 7 








“SIGHT THE PRICE” 


4 reproducing LINDEN LUMBER'S "MYSTERY ROOM BEAUTIFUL 


4 
be deci 


ESTIMATE THAT TO REPRODUCE LINDEN LUMBER'S "MYSTERY ROOM 


BEAUTIFUL.” INCLUDING ALL MATERIALS. LABOR FURNISHINGS ANE 


DECORATIONS WOULD COST $ 


NAME 
STREET 
city 


PHONE 











MYSTERY ROOM CONTEST—Card above 
was used to guess the cost of reproduc- 
ing the Mystery Room Beautiful in the 
Linden Lumber shopping center show- 
room. 
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~ You don't have to be apower tool expert to sell 





~@SAWSMITH 


with ADD-A-TOOL 


the radial arm saw that does MORE 


ADD-A-BANDSAW ADD-A-BELT SANDER 


MORE PROFIT ...MORE POTENTIAL! This 
big ticket sale takes little more time to close than a 
small sale . . . offers bigger initial profit plus bonus 
profit on sawsMITH accessories and Add-A-Tools which 
make SAWSMITH a “complete shop.” 


MORE SALES APPEAL...MORE FEATURES! 
Easy to show . . . easy to sell . . . easy to use! 
SAWSMITH does the work of a whole shop full of tools 
from a single power unit . . . a single stand! No other 
power tool provides so many practical features. Says 
“Can Do” to amateurs ... “Fine Tool” to craftsmen! 


MORE SALES SUPPORT! More than 20 million 
readers will see sawsMiTH advertised in Saturday 


ADD-A-JoINTER 


ADD-A-PaINnT 
SPRAYER-COMPRESSOR 


Evening Post, Better Homes & Gardens, True, Popular 
Science, Mechanix Illustrated and Popular Mechanics. 
Millions more will see it on TV nationally. In addition, 
SAWSMITH offers materials for local advertising: ad 
mats, radio scripts, TV films, Sawdust Parties with 
special demonstrations, sales training for your store 
personnel . . . backs up your local programs with 
liberal co-op allowance! 


MORE PROMOTION! sawsMiTH promotes 12 
months a year! Special offers make customers of pros- 
pects . .. special plans make purchase easy . . . special 
displays keep sAwsMiTH out front. SAWSMITH goes 
from promotion to promotion ... creates year ‘round 
interest, sales and profits. 





First of the Powerful SAWSMITH Promotions of 1961 


SENSATIONAL SALE OF SAWSMITH ACCESSORIES 


Begins February 15th 


Offers your customers savings up to $45.00 
AT NO COST TO YOU! 


This program is dynamically designed to increase traffic and stimulate sales in 
your store. Offers the customer BIG SAVINGS on sawsMiTH merchandise, Acces- 
sories sold in this sale replaced by Yuba at No Cost to You! Promotion will be 
featured in every national sawsmiTH ad. MORE... . special “window-dressing’; 


special store displays, colorful salesmens’ helps! 





SEND FOR FRANCHISE DETAILS NOW 


Tear a corner... ANY CORNER... from 
this ad, staple to your letterhead and 
for prompt reply, mail to Dept. RAL-261. 
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SOU EVANS ST. 


A Subsidiary of YUBA CONSOLIDATED INDUSTRIES, INC. 





CHOICE OF 
ANY 5 
1¢ EACH 


Reg. $8.20 Tool Rest 
Reg. $9.55 Set of Lathe Chisels 
Reg. $9.95 Drill Chuck 
Reg. $8.95 Set of Auger Bits 
Reg. $7.95 Molder 
or many other valuable 
accessories to choose from 

or select 
Reg. $39.95 Cabinet Base for 
only 5 pennies 











YUBA POWER PRODUCTS, INC. 


CINCINNATI 4, OHIO 
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BUILDERS JAMMED REMODELING CLINIC to standing-room-only capacity to 
hear nine speakers talk on starting and operating a home improvement busi- 


ness. 


NAHB Exposition Roundup 


THERE S 
PROFIT 
| 


iN 
REMODELING 


Builders Seek New Ways 


To Bolster Sagging Profits 


More emphasis on home modernization, smarter new-home merchandising 


and time-saving component fabrication highlight five-day Chicago session 


of National Association of Home Builders. 


a of retail building materi- 
als dealers, many of them home 
builders in their own right, crowded 
the 17th annual exposition of the Na- 
tional Association of Home Builders 
at the new McCormick Place conven- 
tion hall in Chicago early this month. 

Among the many meetings, clinics 
and demonstrations during the five- 
day session, those concerned with 
operating a home improvement de- 
partment, successful techniques for 
merchandising new homes and com- 
ponent fabrication drew especially 
large crowds. 

With a drop in new home construc- 
iion, more builders are entering the 
remodeling market and the standing- 
room-only attendance for the clinic, 
“There’s Profit in Remodeling,” held 
their interest. 

Five reasons for failure in remodel- 
ing were highlighted by Charles 
Abrams, president, Richheimer Mod- 
ernizing System. He said _ these 
are: insufficient capital; faulty budget 
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making which fails to carry the oper- 
ation through the early collection peri- 
od; inadequate personnel; poor market 
location; failure to capitalize on help 
available from many sources. 

Abrams recommended a $15,000 
capital investment for a remodeling 
program and said $5,000 would be 
minimum. The Richheimer program, 
he said, calls for a 43% markup on 
cost and a 30% gross profit margin. 

Estimating either makes or breaks 
the remodeling contractor, Ray Ras- 
cher, St. Louis, told the group. He 
recommended breaking down every 
job into the smallest parts for labor 
and materials estimating. His markup 
on jobs starts at 50% for all jobs be- 
low $1,000; 40% for jobs $1,000 to 
$2,000; 30% for jobs $2,000 to $4.- 
000 and down to 20% for jobs $8,000 
to $10,000. Rascher’s only advertising 
is in the classified section of the tele- 
phone directory. 

“If you’re a legitimate remodeler, 
the customer will seek you out,” de- 


clared J. R. Delay, Houston, himself 
a home builder and remodeler. He 
said the homeowner wants to know 
whether it’s more advisable to remodel 
or build. His firm’s motto is, “We'll 
add a room or add a house.” 


Remodeling tips. Delay furnishes 
the customer with a floor sketch, 
which eliminates loss of time and mis- 
understanding. He advised as complete 
a contract as possible. Visit the site 
yourself if someone else has sold the 
job, he urged. He has suppliers doing 
all the deliveries and making all the 
exchanges on remodeling jobs as a 
means of controlling site deliveries. If 
you have several jobs going at once, 
use a job-in-progress sheet, Delay ad- 
vised. 


He also urged remodelers to use 
special forms for extra work beyond 
the regular contract. Delay uses a 
special color sheet for these changes. 
The form must be signed by the cus- 
tomer and the extras paid for when 
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approved. 
W 


. T. “Jamie” Jameson, Norman, 
Okla., who formerly handled a re- 
modeling department for a lumber 
dealer, said that scale plans for re- 
modeling jobs had enabled him to 
specify materials for jobs. He uses a 
purchase order and work order sys- 
tem, keeping all forms and expenses 
on each job in separate envelopes. 

“I draw details of everything that 
needs a plan,” he explained. He said 
75% of his work is on a cost-plus 
basis and most of his business comes 
from referrals. 

“Nothing takes the place of per- 
sonal relationship on the job,” added 
Jameson. He urged the audience to 
find out what the housewife plans to 
store in the cabinets and otherwise 
secure all possible details to assure a 
satisfied customer. 

Gene S. Fisher, a Miami builder 
who became the first Richheimer- 
franchised remodeling dealer, warned 
against overselling the job. Finding 
trained, qualified salesmen is a prob- 
lem, he said. (Abrams said the Rich- 
heimer system will eventually train 
salesmen). 

Fisher started with heavy TV and 
newspaper advertising, but is now 
swinging to direct mail. He is spending 
3% of his estimated volume for ad- 
vertising, backed up with a showroom 
of model rooms. 

Sales techniques. Builders, architects 
and interior decorators described use- 
ful techniques to sell the complete 
house in a clinic, “Behind the Scenes 
of Merchandising.” 

Surveys show that twice as many 
homes are sold from furnished models 
as from stark, unfurnished houses, 
said Robert Sherman in his talk, “In- 
teriors That Sell.” Further recommen- 
dations by Sherman were: 

Model homes should not be over- 
furnished or under-furnished, but just 
a cut above the quality of the house 
itself. Do everything possible to paint 
a mental picture of a family inside the 
house—toys in child’s room; newspa- 
per and magazines in living room, 
artificial fruit on table, pipe in ash 
tray, etc. 

Use one color throughout the house 
or shades of the same color, thus 
providing a feeling of continuity; it 
also serves to make the house look 
larger. Use colorful accessories, lighter 
shades for home interior. Don’t use 
natural woodwork in doors; they 
should be stained or painted the same 
color as the wall. 

In the bathroom, tile should be as 
close to the wall color as possible. 
Wall and floor should be as near the 
same shades as possible. Get color in 
the bath through accessories—soap, 
towels, etc. 

Floor tile should blend with general 
flooring. Stay away from bright colors 
in kitchens and baths. Try to aim the 
inside of the house to the types of 
people to whom you will sell. Keep in 
mind that 72% of home _ prospects 
have growing children. 

In general, use long, low, under- 


scaled furniture. Don’t use a complete 
set of furniture just because it’s a set. 

In conclusion, Sherman, who heads 
Model Interiors, Inc., Baton Rouge, 
La., listed six reasons for furnishing 
a model home: more space—your 
home will look larger; closes sales 
faster; enables customers to visualize 
themselves in the home—gives emo- 
tional stimulation; stimulates added 
traffic; builds prestige and provides 
long-range good will. 

In his talk, “Display the Whole 
House,” William Smolkin, New Or- 
leans, made these points: 

Sales tools—-photographs, color per- 
spectives, floor plans—can be used to 
inform the buyer, yet qualify him 
promptly and find out what he really 
wants. Buyer often judges the builder 
by the quality of his job signs—bad 
signs cheapen homes. 

Large and small tract builders 
should sell community life by showing 
photographs of various community 
activities. Everything within a five- 
mile area may be considered com- 
munity facilities. 

Promote brand names. Don’t try to 
sell houses on the quality of materials 
used—you’ll destroy the emotional 
stimulant. Promote brand name signs; 
the name frequently registers, if not 
the product. Signs should tell why 
materials are good. 

J. W. “Bill” Underwood, chairman 
of the NAHB merchandising commit- 
tee, said the public already has an 
opinion of your firm whether you 
know it or not. In his talk, “Selling 
Your Image,” Underwood made these 
points, based on his experience: 

Employ mature, business-type sales- 
men—salesmen that customers trust; 
run series of institutional ads showing 
community activities of employes; ac- 
cept community responsibility—one 
photograph showed 11 Underwood 
men who are presidents of various 
organizations in the community. 

In a 30-minute pre-closing confer- 
ence with every home buyer, Under- 
wood officially thanks the customer 
for his business, asks prospect if every- 
thing about the house is in order and 
carefully goes over the warranty and 
service program. Consequently service 
calls have decreased and compliments 
increased. 


Design is an indispensable part of 
a builder’s merchandising program, 
claimed Theodore Brandow, AIA, 
Philadelphia. He charged most build- 
ers have lost the desire to build design 
into their homes. Brandow urged 
builders to discover as many of the 
buying motivations of their prospects 
as possible. 

Component Study. Albert G. Dietz, 
professor of building construction at 
MIT, highlighted a joint NAHB-Mas- 
sachusetts Institute of Technology 
component study. 

He urged builders to increase the 
proportion of fabricated items made 
by lumber and building materials 
dealers in their construction. 

“Despite the surge in fabricating 
roof trusses, prehung doors and kitch- 
en cabinets,” Dietz said, “there has 
been a lag in componentizing equip- 
ment and appliances. I predict the 
greatest future of construction savings 
lies in adapting these items to modular 
component building.” 

Pointing out that small builders may 
not immediately see the direct savings 
in component construction, Dietz 
maintained indirect savings can be 
great. He listed time, an extended 
building season and rapid capital turn- 
over as significant indirect savings 
from fabrication. 

“Control of the package sale begins 
with component fabrication,” Dietz 
continued. “Component construction 
offers flexibility and makes financing 
easier and more favorable.” 

He listed the need for a large in- 
vestment and inventory and schedul- 
ing building, together with joining 
dimension as component fabrication 
problems. 

Studies show that a large number 
of modular sizes are almost equally 
good from the cost-flexibility stand- 
point. Dietz said the fabricator must 
maintain a 10% to 38% overstock of 
materials for proper manufacturing 
results, otherwise savings are dissi- 
pated. 

Carl Koch, MIT architect, said his 
understanding of the study findings 
was that “the wall section is relatively 
unimportant in the overall cost reduc- 
tion through component building and 
that home buyers are ready for new 
types of housing.” 


PANEL ON COMPONENTS, left to right, Richard B. Pollman, 
Toledo; Clayton H. Powell, Savannah; Robert A. Fox, Plymouth 
Meeting, Pa.; Martin L. Bartling, Jr., Knoxville; Prof. Albert 
G. H. Dietz, MIT; Carl Koch, MIT; Fred G. Fett, Atlanta. 
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NEW! 


Skil DeLuxe Shrub & Grass Shear, 
Model 531—only $3495 


No. 25173 Roller-Handle $5.00 








Edges grass neatly 








Clips flush to walls 


Skil Heavy-Duty Shrub & Grass Shear, 
Model 529—only $4495 


No. 21247 Roller-Handle $5.00 


et Con Y vi 
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Shapes, trims shrubs 


SKIL ANNOUNCES NEW LAWN & 


NEW! Full 50% mark up, new lower price models, new 


This new Skil Lawn and Garden line has everything you 
need for real turnover and bigger profits. 

Both Shrub and Grass Shear models incorporate Skil’s 
revolutionary new scissors-action blade that can’t throw 
stones or dirt, for truly safe operation. Both Hedge Trim- 
mers have a full 14'%" blade with foliage gripping, 
scalloped teeth to cover more area, cut cleaner and faster. 
And now Skil offers you two lower price Deluxe models to 


broaden your market even further, with an easy step-up 
to the Heavy Duty models. 

But that’s not all. Now Skil gives you a full 50% mark up 
on all four models in this fast-moving, competitively-priced 
line. Your profits are even bigger when you purchase the 
new 3-Ft. Profit Center Display (see right). Don’t miss 
this real money making opportunity. Call your Skil 
wholesaler today! 

















NEW! Skil 
LAWN & GARDEN 
PROFIT CENTER 


NEW ! Eye-catching permanent display for sales- 
; ‘ making demonstrations, shows off 

Skil DeLuxe Hedge Trimmer goo, 
e dge er, complete line. Heavy-duty wood-and- 


Masonite construction. Only 3’ wide. 


Model 527—only $3495 


LAWN & GARDEN 
a ‘ POWER TOOLS 


gi. 
x A* 


«ee 


~~ 
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. Skil Heavy-Duty Hedge Trimmer, 
ee Model 513—only $4495 


PROOF OF PROFIT 


on Skil No. 22508 Lawn & Garden Profit Center 
Total 
Description Retail 


H. D. Shrub & Grass Shear 
H. D. Hedge Trimmer 


- 


Deluxe Hedge Trimmer 
Deluxe Shrub & Grass Shear 
Roller Handle (for No. 529) 
Roller Handle (for No. 531) 
H. D. Shrub & Grass Shear 
H. D. Hedge Trimmer 

Profit Center Display 


GARDEN LINE! 


~~ eK &K NHRD = 


sales-making display! $339.60 | $216.48 


Your Regular Cost-tools and display $276.42 
Color ads of Skil Lawn and Garden tools will appear in Your Special Cost (over 36% Profit) $216.48 


Look Magazine (May 9, June 20) and the Post (April 22) Your Profit (with 57% Markup) $123 12 
Pius $50.00 Display 


500 LINE Circle No. 26 on Handy Cever Card 
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FENCE PRODUCTS 


Manufacturers — Wholesalers 


Expert 
Timbermen 
33 
Years 
in Business 


Sell Our Nationally Known Fences 


Large stocks in Toledo and at our Yards in the 
Virginias enable us to ship promptly from nearest 
point or we can serve your trucks. 


2, 3, 4 and 
5 rail. 
Hand split 
chestnut 
rails 
Chestnut 
or locust 
posts. 


WRITE for CATALOG 
of complete lines Toledo 


OOD PRODUCTS CO. 
Phillips Ave. Ohio 





é Phifer Aluminum Neils in Job-Pac Cans make nice shelf 
- hardware — never scatter on floor or counter. They simplify 
figuring ond assure thet every noil will arrive at the job 

site. All of the extensive Phifer line of Aluminum Nails 

(except common, trim and oval head trailer nails) are 

4 packed in pull string “‘Job-Pac’’ — 30 to a master carton. 


All nails in 25- end 50-Ib. cartons 


Circle No. 28 on Handy Cover Card 
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REDUCE delivery costs. 
UNLOAD a LOAD or HALF LOAD at a time 


with an 
R-B ROLL-OFF 
, truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 
1921 Guinotte, Kansas City 20, Mo. 
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Contractor Service Idea: 


RETURNABLE wood pallets stocked outside of warehouse at 
Loomis Concrete and Supply Co. 


Dealer Provides Pallets 
For Job-Site Storage 


AKRON 

Non-returnable, lightweight, inexpensive wooden pallets 
are often used by cement producers to deliver packaged 
cements to dealers’ warehouses. 

The J. P. Loomis Concrete & Supply Co. here use these 
pallets to promote customer good will. A few of the pallets, 
as required, are sent out free of charge with material or- 
ders. They are then used as platforms on the job for un- 
loading and piling materials at their destination. Where 
rough, wet or muddy conditions prevail, these pallets pro- 
vide good unloading spots. 

Contractors, builders and tradesmen find the pallets keep 
materials clean, dry and neatly piled. Protective materials 
may be easily fastened to the wooden pallets. 

Drivers like the idea because it makes their job of unload- 
ing easier, saves time and eliminates carrying materials into 
buildings or job sheds. 





Plywood Fastener Study 

CorvALLis, OrE.—More than 50 types of staples, “T’ 
and ‘L’ shaped nails applied with pneumatic machines are 
currently being tested by Tom Albert, research assistant, 
Oregon Forest Research Center here. These fasteners have 
been applied to plywood decking, sheathing and flooring 
at the rate of 120 a minute. 

Basic properties of strength and size of staples and other 
plywood fasteners are being studied. Loss of strength of the 
units as wood changes moisture content after construction 
is also being determined. 

Resistance of the fasteners to corrosion is being in- 
vestigated by placing samples of plywood stapled and nailed 
with automatic devices in rooms with controlled humidity. 
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* C. N. Painter has been appointed 
senior vice president and named a 
member of the President’s Office of 
Armstrong Cork Co. At the same time 
M. J. Warnock, who was appointed 
to the President’s Office in 1959, was 
named first senior vice president. 
James H. Binns is being promoted to 
general manager of Floor and Indus- 
trial Operations and was also elected 
a vice president. Harry A. Jensen has 
been appointed general manager of 
the floor division to succeed Mr. Binns. 


* C. W. Wilkins was elected a di- 
rector of Gladding, McBean & Co., 
Los Angeles ceramic tile maker. 


* Martin L. Bartling, Jr., retiring presi- 
dent of National Association of Home 
Builders has been named assistant to 
the president of U. S. Gypsum Co., 
Chicago. 


* Roger Hackney was appointed sen- 
ior operating vice president of Johns- 
Manville Corp., New York. He will 
administer a group of four divisions. 


¢ Clarence F. Zeilstra of Méiiller- 
Zeilstra Lumber Co. was elected pres- 
ident of Grand Rapids Retail Lumber 
Dealers Assn. He _ succeeds Peter 
Brouwer. 


* Donald J. Harper has been named 
builder products and merchandise 
sales manager for Emerson Electric 
Co., St. Louis. 


* John R. Kelsey, president of Kelsey 
& Freeman Lumber Co., Toledo, has 
been elected head of the Toledo Area 
Retail Lumber Dealers Assn. 


* Larry Davidson has been moved up 
to merchandising manager of Wepco, 
Division of The Weather-Proof Co., 
Litchfield, Ill. He was formerly ad- 
vertising-sales promotion manager. 


* Thomas Moies is new president of 
the New Orleans Retail Lumber Deal- 
ers Assn. Other new officers are: 
Kenneth Bratton, first vice president; 
Elm Wood, second vice president; 
Harold Cohen, treasurer and Robert 
Vetter, secretary. 


¢ Arthur M. Barr, Sr., midwest sales 
director for Filon Plastics Corp., has 
been promoted to national sales man- 
ager. Sylvin Perry, national director 
of advertising and public relations, 
was named national director of mar- 
keting and export sales manager. Both 
positions are new. 


* Joseph J. Diamond has been ap- 
pointed vice president, field sales, for 
The Porter-Cable Co. 


* C. J. Land has been named presi- 
dent of Alcoa Building Products, Inc., 
a new wholly-owned Pitisburgh sub- 
stdiary of Aluminum Co. of America. 


More and More, 


call for 





























Typical rete SMOSE 
ther-exposed siding, 
©D Risse finished or painted: 
nailing pieces 
ander gymnasium Hort, oF 
@D where members are laid over 
concrete. 


€P All roof and overhang areas. 
bers 
tructural mem 
cmon oisture can collect 
and where subject to ex- 
tremes of temperature. 
i " of the 
ills within 18” of t} 
paste or in contact with 
cement (24” in South). 


sure 
Treating Plants 
| from Coast 
i to Coast 


New School Specs 


Or 


—— PRES 


SURE TREATED 
LUMBER 





GET YOUR SHARE OF 
THIS FAST GROWING, 
PROFITABLE BUSINESS 


The exclusive Osmose method gives posi- 
tive protection against decay, termites and 
mold ...assures long-lasting building econ- 
omy. OSMOSE Treated lumber lasts 3 to 5 
times longer than ordinary lumber. It acts 
as a prime coat and holds paint better... 
with resultant savings usually enough to 
pay for the original treatment. Years of 
field experience prove it keeps mainte- 
nance cost down, is clean to handle, is 
non-corrosive and results in satisfied users. 
Advise your customers that you can supply 
OSMOSE Pressure Treated Lumber. Write 


for name of nearest supplier. 


New, Exclusive, Profit Opportunity 
OZ WOOD, PRESERVER 


Attractively packaged, in quarts and gal- 
lons, to the retailer for the consumer. 
Clear and Redwood Finish. Contains 
Butinox® — the new liquid organo-tin 
compound, more toxic than 5% penta- 
chlorophenol — prevents decay .. . stops 
termites. Write for full details. 


| OSMOSE WOOD PRESERVING CO. OF AMERICA, INC. 
| 985 Ellicott Street + Buffalo 9, New York 
Circle No. 30 on Handy Cover Card 
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d INSERTS: 


Counter Top full 1%2'' thick; available with or 
without backsplash. 


Portable Block Style “A” with stainless counter 
insert shown. Also Style “B” insert with stainless 
“T" sink frame; Style “C” insert machined with 
Y2'' flange for drop-in positioning. 


Lunch & Serve Board illustrated. Chopping 
Block, Pastry-cutting, Bread and Ham Boards 
also available. 


Write today for free 

copy of this color-tone 

illustrated bulletin list- 

ing specifications and 

sizes for the full line of 

Sensenich Woodenware. 

Stocks of all products 

are on hand ready for be gr 
ee 

prompt delivery. aise 


Dept. AL, SENSENICH CORPORATION 


Lancaster, Pennsylvania 
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ARMSTRONG ROOM DESIGNERS Louisa 
Cowan (left) and Alice Beck (right) assist 
chief stylist Margaret Gordon Dana in 
demonstrating a practical decorating 
technique for a model home. 


CHIEF STYLIST Margaret Gordon Dana of 
Armstrong's Bureau of Interior Decora- 
tion answers questions on her color 
scheme for a model home during NAHB 
decorating seminar. 


Makes Model Home Decorating Easy 


CHICAGO—A _ well-appointed mod- 
el home enhanced by a suitable type 
of decor is your best key to more 
effective sales results, Mrs. Margaret 
Gordon Dana, chief stylist, Armstrong 
Cork’s Bureau of Interior Decoration, 
told overflow crowds at three deco- 
rating seminars conducted for home 
builders and their wives during the 
recent NAHB Convention here. 

“This year’s homemaker prefers 
the luxury of a clean, white look in 
her home,” Mrs. Dana said. “White 
and off-white are currently the favor- 
ite background colors in_ interiors. 
Either one puts emphasis on pastel 
accents and makes pure color accents 
even more brilliant.” 

Primary purpose of the seminars 
was to help builders and their wives 
do a better job of planning model 
homes from a decorative standpoint. 
The seminars were sponsored by the 
Armstrong Cork Company and pre- 
sented under the auspices of the 
Women’s Auxiliary of NAHB. 

The Armstrong demonstrations were 
based on floor plans and exteriors of 
houses five builders plan to construct 
within the next few months. The 
houses represent a wide range of 
price, geography and architecture. 
Mrs. Dana suggestéd decorations and 
furnishings for every room in each 
house. 

Over 50% of the hundreds of build- 
ers and their wives who attended the 
SRO sessions voted as their No. | 
choice Mrs. Dana’s French provin- 
cial house color scheme based on 
faded brick or copper tones with 
fruitwood and creamy white back- 
ground. 

Free decorating help. Trained dec- 
orators at Armstrong’s Bureau of In- 
terior Decoration are anxious to work 
with lumber and building materials 
dealers and their color consultants in 
planning color schemes, custom floor 
designs and decorating themes for 
model homes. Their plans will fit 
decorative trends in various regions 
as well as any style of architecture. 

If you need help in decorating a 


model home, send your floor plans 
and indicate the price range and 
color preferences for your area to 
the Armstrong Bureau of Interior 
Decoration, Armstrong Cork Com- 
pany, Lancaster, Pa., for free pro- 
fessional decorating services. Profes- 
sional decorators will make up color 
schemes according to your specifica- 
tions and suggest building products, 
fabrics and accessories to be used. 

Free color scheme charts. Arm- 
strong has also prepared 24 color- 
ful new charts depicting remodeling 
color schemes, furnishings and fabrics 
for eight attractive family rooms, 
eight bathrooms and eight kitchens. 
Dealers may obtain these charts free 
of charge by writing to the Arm- 
strong Cork Company. 








LU-RE-CO PIONEER CITED—Clarence A. 
Thompson, right above, was honored 
recently by the Lumber Dealers Re- 
search Council for his 12-year leader- 
ship as LDRC_ president. Paul Cadwal- 
lader, Pennington, N. J., presents a 
bronze desk set to Thompson to mark 
the occasion. Sam B. Slaughter, Jr., New 
Richmond, Wis., is the new Lu-Re-Co 
president. 


February 27, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





This model shop shows all that's needed to efficiently 
produce roof trusses using Hercules truss plates: A 
versatile $140 Hercules jig table assembly and a 20- 
ounce hammer for each of your men, plus the saw. 

A space of about 30 feet wide and 40 feet long 
is all you need to accommodate the Hercules jig table, 
work space and completed trusses! 

The Hercules jig table assembly can be adjusted 
to any span and pitch of truss. 


How Much Wi elal-)\arejaleleilomm 4ole mm lah’Z-1-| 
Tame 4010) am Ba ll-t-m at-lelaler-lilelal —lel0lle)aal-ja) ad 


CULES JIG TABLE ASSEMBLY and HERCULES 


BASICALLY, ALL YOU NEED IS A GOOD JIG TABLE TRUSS PLATE. The truss you will fabricate is one of 


YES, all you need is a good $140.00 HERCULES JIG 
TABLE ASSEMBLY to increase your sales by $110,- 
000.00 this year. 

Using the HERCULES JIG TABLE and three men, 
you can assemble 48 trusses per day. These are actual, 
proven production figures! (These figures are for as- 
sembling the trusses, and do not include cutting time.) 
Assuming there are 20 trusses in the average house, 
the production of 48 trusses per day is 2% houses per 
day, or 12 houses per week, on the basis of a 5 day 
week. Using a 36 week year, because of weather and 
other unforeseen factors, this is a total of 432 houses 
per year. If ag were retailing trusses, this would be 
approximately $110,000.00 per year. Should you use 5 
men on your HERCULES JIG TABLE, your produc- 
tion should increase to 96 trusses per day, or over 
$220,000.00 per year. 


GET ON THE BANDWAGON 


YOU can start oe the HERCULES ROOF TRUSS 
with a very low initial investment by using the HER- 


the strongest and one of the easiest to manufacture. 

The HERCULES TRUSS is nationally accepted by 

FHA, VA, and all Local Building Departments. (FHA 

ag Bulletin +SE 269 covers the HERCULES 
) 


WHY USE THE HERCULES JIG TABLE AND TRUSS PLATES? 


BECAUSE our method is simple and easy. The HER- 
CULES TRUSS can easily be fabricated 
without skilled labor. 


BECAUSE it combines a very low investment with a 
simple, low cost fabrication operation. 


BECAUSE any volume of truss sales will be profitable. 


BECAUSE with your low investment, you could let 
your HERCULES JIG TABLE sit idle with- 
out losing money, whereas if you have a 
very large investment, you must keep your 
equipment busy at all times to prove 
profitable. 


— WE SEND OUR OWN FIELD ENGINEER TO PERSONALLY HELP YOU SET-UP YOUR TRUSS SHOP — 


OUR SERVICE INCLUDES ENGINEERING, TECHNICAL AND MANAGEMENT 


ASSISTANCE TO MAKE YOUR TRUSS BUSINESS SIMPLE, EASY AND LOW 


IN COST. 


MANUFACTURING PLANTS 
TOLEDO, OHIO 


WE AID OUR FABRICATORS IN ANY TRUSS PROBLEM. WRITE OR WIRE FT. LAUDERDALE, FLA. 


FOR COMPLETE DETAILS. 








NITERNATIONAL 
TRUSS PLATE 


MANUFACTURER AND DISTRIBUTORS OF HERCULES TRUSS PLATES 
4058 N.E. 5th AVENUE FT. LAUDERDALE, FLORIDA 


CORPORATION 
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Separate Home Improvement Services From 
Retail Lumber Business, Dealers Say 


New YorK—A home modernization 
salesman with the backing of an 
established and reliable lumber and 
building materials dealer has unlimited 
sales opportunity, according to Henry 
Masters, who directs the building di- 
vision of Meadowbrook Lumber & 
Equipment Corp., Bellmore, Long 
Island, N. Y. 

Meadowbrook established its mod- 
ernization contract service two years 
ago. It has been a money-maker for 


Masters, his employes and for the 
parent company, Meadowbrook Lum- 
ber. 

Speaking at the lumber and build- 
ing products dealer seminar during the 
Home Improvement Products Show, 
Masters said that he now has from 15 
to 18 men on his payroll and that the 
services include every conceivable type 
of home improvement package. 

“Our remodeling salesmen tell home- 
owners that their best guarantee for 








For All Around 
BUILDING LUMBER 


Specify PICKERING 
“GOLD MEDAL” 





It takes good logs to make good lumber and 
Pickering has 'em—*Gold Medal" quality. 
When you want dependable value lumber, 
always specify PICKERING ‘‘'GOLD MEDAL.” 
It's soft and mellow-textured, well-manufac- 


tured, 


scientifically kiln dried, accurately 


graded and properly loaded in clean cars. 


Pick-Pickering ‘Gold Medal’’ for your 
complete needs in Sugar Pine. © Pon- 
‘derosa @ White Fir © Incense Cedar. 


LUMBER CORPORATION / 


Standard, California (Near Sonoro, Calif.) 


MILLS: Pickering Lbr. Corp. 
West Side Lbr. Co. Div. 
Telephones: Sonora Je 2-714) 
Tuolumne WA 8-4213 


Circle No. 33 on Handy Cover Card 


Standord, Calif. 
Tuolumne, Colif. 


TWX: Sonera 116-U 





good workmanship and quality is 
Meadowbrook’s many years in busi- 
ness and its stature as a community 
enterprise,” he said. Long Island has 
been the scene for many “fly-by-night” 
remodeling contractors for many years. 

Separate Division. Masters’ contract 
firm is a separate division of Meadow- 
brook Lumber, which receives a per- 
centage “commission” of total con- 
tract sales made by Masters and his 
salesmen. 

He appeared on a panel moderated 
by Wes Wise, editor of Building Ma- 
terials Merchandiser. Other panelists 
were T. Merritt Ludwig, executive 
vice president, Merritt Lumber Yards, 
Reading, Pa.; Lester Gottdenker, presi- 
dent, Linden (N. J.) Lumber Co. and 
Sidney Lifsher, president of Mark 
Lumber Co. and Lifsher & Sons, Pitts- 
burgh. Samuel Castleman, director of 
the modernizativn division of L. Gross- 
man’s Sons, Quincy, Mass., also ap- 
peared on the lumber dealer seminar. 

Each of the above dealers offers 
complete home improvement package 
services. 

The speakers advised other dealers 
to set up separate divisions for con- 
tracting. This can be done either on an 
accounting basis or as a subsidiary com- 
pany, they said. 

Shopping Center Outlet. Gottdenker 
said that he has been highly pleased 
with remodeling sales made at his new 
1,200 square foot “Idea Showroom” 
in the giant Monmouth (N. J.) shop- 
ping center, pictured elsewhere in this 
issue. Home improvement contract 
sales now account for 30% of Linden 
Lumber sales and should increase to 
45% of total volume this year, Gott- 
denker said. Current home improve- 
ment package sales are running at $1 
million, he stated. 

Merritt Lumber Yards, Reading, 
Pa., is also using a shopping center 
store as a display room for home im- 
provement packages, Merritt Ludwig 
reported. Merritt’s remodeling division 
was launched last September. A steady 
increase in sales has resulted. 

“I’m very optimistic about both 
sales and profits of our home improve- 
ment division this year,” Ludwig said. 

Most of the panelists sell building 
materials from the lumber yards to 
the subsidiary contract companies at 
the same prices charged independent 
contractors. 

In some cases, the panelists reported, 
successful dealer contract divisions 
are instructed to buy from other sup- 
pliers if they desire. 

About 100 building materials deal- 
ers attended the seminar which was 
followed by product exhibits at the 
Coliseum. 

The 1962 HIPShow will be held at 
the Cobo Hall in Detroit next January. 
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Builder Winners of Masonite Contest 
Strike It Rich for Their Dealers, Too 


CuicaGo—Eleven building = ma- 
terials dealers whose names _ were 
written on entry blanks submitted by 
their winning builder-customers in 
Masonite’s “Name the ‘X’ Siding Con- 
test” have been named co-winners in 
the competition and awarded top 
prizes. 

Illinois builder Thomas H. Shannon, 
general manager, Braun & Aldridge, 
Inc., Orland Park, and his dealer, 
Ed Shannon, Jr., vice president, Shan- 
non Lumber Co., Chicago, were 
grand prize winners in the contest. 
The winning name in the national 
competition which snared the coveted 
honor for them was “X-90” Siding. 

The new lap siding, thickest in the 
Masonite line with a nominal 7/16” 
thickness, is made with an exclusive 
new fiber formula known as X-90. 

Runner-up in the national contest 
was Robert J. Boran, Boran Builders, 
Minneapolis, who submitted the same 
name and then competed with Thomas 
Shannon in a tie-breaking 25-word 
sentence entry. His co-winning dealer 
was Andrew Justus, Justus Lumber 
Co., Hopkins, Minn. 

In his tie-breaking statement to the 
judges of the contest, builder Shannon 
said: “*X-90° imparts continuity with 
established identity and acceptance; 
direct reference to product essence 
(remarkable new fiber formula) and 
innumerable merchandising potentiali- 
ties of a technical nature.” 

Two builders submitted the second 
winning name, “Master Lap.” Seven 
chose “Duraside,” the third winning 
name. 

Third prize builder-dealer winners 
were C. G. Newshott, president, New- 
shott, Inc., Dayton, and John Clark, 


CO-WINNING DEALER sharing top prize 
honors with builder Thomas H. Shannon 
was his cousin, Ed Shannon, Jr., left. 
Unmarried, Chicago dealer Shannon re- 
ceives a free one-week vacation for two 
to Las Vegas, plus 150 silver dollars as 
‘“spending'’ money, from Masonite’s gen- 
eral merchandise manager Earl W. Had- 
land, as airline hostess looks on. 
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Kuntz-Johnson Co., 
Frank Page, 
Columbus, Ga., and William M. Ken- 
nedy, Plywood Supply Co., Columbus; 
Sth, Mrs. 
Munnerlyn Construction Co., 
Little Rock, Ark., 
ing & Supply, North Little Rock. 


Dayton; 4th, 
Beech Builders, Inc., 


P. E. 
North 
and Bearden Build- 


P. E. Munnerlyn, 


Sixth, Mrs. Pauline M. Shafer, Os- 


car F. Shafer Builder & Developer, 
Marysville, Pa., and Otto & Hollinger, 
Inc., Lemoyne; 7th, John W. Werle, 


Birchwood Builders, lowa City, lowa, 
and Hawkeye Lumber Co., lowa 
City; 8th, S. H. Glover, Designeramic, 
Cincinnati, and Milldale Lumber & 
Supply Co., Rossmoyne. 

Ninth, William D. Hood, Hood- 
Built Homes, Portland, Ore., and 
Montavilla Builders Supply Co., Port- 
land. 

The prizes included television sets, 
stereophonic phonographs and transis- 
tor radios. 

Wesley W. Wise, editor, Building 
Materials Merchandiser, was one of 
the six editors of national building 
and building materials publications 
who judged the competition, which 
brought hundreds of entries. 
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Cash in on 
The GROWING 


CONSUMER 
PREFERENCE 








Whether your customer is a professional 
builder, home repair contractor or do- 


it-yourselfer . . . 


tacker brands. 


And ARROW brand name acceptance 


chances are he’ll ask 
for ARROW by name when he’s in 
the market for tackers. These are the 
prime prospects who recognize and ap- 
preciate lasting quality and dependable 
performance in their tools. That’s why | 
they prefer to buy ARROW over other 


No. T-50 
All-Purpose 
STAPLE GUN 


Wa 





Saves time and labor 
on 1001 heavy duty 
staple-nailing jobs. 


Price: $12.50 


continues to grow through consistent 


National Advertising in leading 
specialty 


and 


sumer, industrial 
magazines. 


Good reasons why you should stock 
and sell ARROW TACKERS — the 
brand that will be in greater demand 


than ever, this season! 


con- 


No. HT-50M 
Heavy Duty 
HAMMER TACKER 


Rapid nailing tool 


for roofers, insulators 
and other applicators. 


Price: $16.50 


SOLD ONLY THRU THE TRADE — 
NEVER DIRECT TO THE CONSUMER! 








SN 
ARROW FASTENER CO., INC. 


1 Junius Street © Brooklyn 12, N.Y. 


Pioneers and Pacesetters for Over a Quarter Century 


No. JT-21 
Junior 


STAPLE GUN 


For light duty tacking jobs. 





CANADIAN REP: base 5s REP 
Gordon Lightstone 
1180 St. Antoine Street 
Montreal 3, Que. 








av 
170" No Rober ston Blvd 
Beverly Hills, Calif 


Ideal for housewife. 
Price: $4.95 
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The easy way 
to sell more 


shears... 


ELL 


SEYMOUR SMITH 


MAP-Cl 


PRUNING SHEARS 
LOPPING SHEARS 
GRASS SHEARS 
TREE PRUNERS 
e HEDGE SHEARS 


e ELECTRIC TRIMMERS 
© PRUNING SAWS 


You'll sell more garden 
shears if you stock the 
allnew SNAP-CUT 
LINE. Our lopping 
shears are the best 
and this No. 1149 
Metal Handled lop- 
per is a fast seller 
anywhere. Ask 
your wholesaler 
for our loppers. 








SEYMOUR SMITH & SON, INC. 
Oakviile, Conn., U. S. A, 
Sales Representatives 
JOHN H. GRAHAM & CO., INC. 

105 Duane St., New York 8, N. Y. 
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New Equipment 





New 17” Drill Presses 

Precision and operating economy are 
claimed for a new low-priced 17” drill 
press line with lubricated-for-life bear- 
ings. Offered in either hand or power 
feed, in bench or floor models and in 
single or multiple spindles, the 76-model 
line is designed for production and shop 
work. All may be obtained with a 2” key 
chuck or No. 2 Morse taper spindle. 
Nominal capacity is %”’ diameter holes 
in steel, 94” in cast iron. 

An internal depth stop is provided 
with 5” spindle travel. It can be set with 
one hand in seconds, maker says. Dou- 
bly magnified depth gauge set from zero 
gives a direct reading as the drill pene- 
trates. Power feed models have a new 
“up-front” feed operated with only one 
hand. This unit is also available to con- 
vert hand feed models to power. Prices 
start at $268. Details from Delta Power 
Tool Div., Rockwell Mfg. Co., Dept. 
BMM. 478 N. Lexington Ave., Pittsburgh 
8 
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Straightening Guide 


This new tool is used for cutting ply- 
wood or any sheet material, either flat 
or corrugated. 

Called the straightedge with hands, it 
is made of extruded and anodized alumi- 
num. Moving parts are galvanized steel 
with tempered clamping jaws. Standard 
6’ length. There’s a money-back guaran- 
tee at $38.50 plus postage. Skrip-Edge 
Co., Dept. BMM, Box 26, Cedar Rapids, 
Iowa. 
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February 27, 1961, 


Light-Duty Trucks 


A new C-line of light-duty trucks 
features a low profile with height re- 
ductions of 3” to 5”. Models range 
from 4,200 Ibs to 8,800 Ibs. gross weight 
with new suspension systems offered. 

Shown is model C-100 rated at 4,200 
lbs gw with 7’ Bonus-Load pickup 
body. V-8 engines are standard on the 
line, six cylinder ones optional. Write 
International Harvester Co., Dept. BMM, 
180 North Michigan Ave., Chicago 1. 
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Planer Collects Shavings 

A new planer can be equipped with a 
steel collector hood which provides a 4” 
diameter connection for either an individ- 
ual collector unit or piping for a shop- 
wide system. An improved chipbreaker, 
cutterhead guard and automatic feed 
pickup as stock starts through are also 
provided. Write Boice-Crane Co., Dept. 
BMM, 1000 W. Central Ave., Toledo 6 
Ohio. 
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New Hand Truck Line 


Two-wheelers for package handling 
are made in 400 and 1,000-Ib. capaci- 
ties, with wheel sizes from 5” to 10” 
diameter in the Harper hand truck line. 

Series 1 includes three sizes with ex- 
panded metal backs. All frames are tubu- 
lar welded steel. Units have heavy axles 
and proper load balance. Drum ’N Bar- 
rel unit comes in two sizes, with drum 
capacity up to 1,200 lbs. 

Heavy-duty steel boxes in four sizes 
complement the line. A four-page bul- 
letin on the complete line is offered by 
Harper Trucks, Inc., Dept. BMM, Box 
33, Wichita i, Kan. 
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Hardware. Store Business 


New Literature 


Time-Saving Card—See Back Cover 


VisQueen Film. Its use as a temporary closure and how it 
protects your lumber, steel and concrete that must be left in 
the open are explained in a new bulletin, “On the Job in Win- 
ter with VisQueen Film.” For a copy, write to Visking Co., 
Div. of Union Carbide Corp., Dept. BMM, 6855 W. 65th St., 
Chicago 38. 
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Vapor Barrier. A folder outlines the advantages of Ply-Bar, 

a new ground contact vapor barrier said to be equally effec- 

tive when used as a concealed flashing. Entitled “This Is Ply- 

Bar,” the four-page brochure includes architectural tracer 

drawings together with recommended architect specification 

forms for the use of Ply-Bar in seven different applications 
Glas-Kraft, Inc., Dept. BMM, Slatersville, R. I. 
Circle No. 230 on Handy Cover Card 


Display Attachments. A colorful new catalog describes com- 
plete selection of Vizuclips for displaying all types of merchan- 
dise on either 4” or 4%” perforated panels. Illustrations show 
how Vizuclips can be weed on wall sections, counters, tables, 
window or island displays. L. A. Darling Co., Dept. BMM, 
Bronson, Mich. 
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Premixed Mortar Use. The use of Embeco Premixed Mortar 
as an ideal method of achieving tough, strong, non-shrink 
water-resistant joints and masonry repairs is detailed in a new 
four-page bulletin. For a free copy, write to The Master Build- 
ers Co., Dept. BMM, Cleveland 18. 

Circle No. 232 on Handy Cover Card 


Packaged Swim Pools. A new, four-page brochure introduces 
Coraloc packaged swim pools for homes, motels and apart- 
ments. It describes simplified construction and a Coraloc kit 
with a retail price of $1,850, which is said to bring pool costs 
within range of most homeowners. Coraloc Pools Div., E. L. 
Bruce Co., Dept. BMM, Memphis 1, Tenn. 
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Aluminum Railings and Columns. Newly prepared Forms 
1060, 1061, 1063 and 1064 detail the beauty and simplicity of 
installation of Versa’s completely adjustable aluminum railings 
and columns. For copies of the new literature, write to Versa 
Products Co., Dept. BMM, Lodi, Ohio. 
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Plumbing Fixtures. A new 40-page catalog illustrates Uni 
versal-Rundle’s complete line of fixtures for residential, com 
merical and industrial use. Among the many U/R items shown 
are the Versa-Tile Lavatory and Counter-top combination, 
Ever-Dry Tank for water closets, Uni-Tilt Flush Valve and 
Uni-Lox Lavatory Hanger. Bathrooms are presented in full 
color. Universal-Rundle Corp., Dept. BMM, New Castle, Pa 
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Abrasive Products. A two-color, 42-page handbook presents 
the Carborundum line of abrasives and related products for 
the masonry and concrete trade. It includes specifications and 
illustrations of the firm’s abrasive and diamond blades, sand- 
ing belts, rolls, sheets and discs, abrasive wheels and rubs and 
grain products. Available upon request from The Carborun- 
dum Co., Dept. BMM, P. O. Box 337, Niagara Falls, N. Y. 
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Builders’ Instruments and Accessories. A new brochure sug- 
gests benefits to be derived from using Keuffel & Esser’s transit 
levels and tripods. Other instruments described are leveling 
rods, plumb bobs, a double right angle prism, steel tape 
measures, hand levels, scale rules, plastic flagging, slide rules 
and plan measures. Keuffel & Esser Co., Dept. BMM, Third 
& Adams Sts., Hoboken, N. J. 
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Write for complete details. 


Mail coupon today! 


SiH SELLING 
POWER! 


“800” 


gondola systems 


You'll stock more... show more... 
sell more from rugged Spacemaster “800” 
gondola systems. Diamond-perforated 
metal shelves are easily adaptable for 
special sales and seasonal change-overs. 
Gondolas may be extended to any desired 
length. Heavy-duty slotted uprights. 
_——— ~—w ee ee ee ee ee Se 
REFLECTOR HARDWARE CORP. 
Dept. BMM-2 


1400 NORTH 25th AVE. 
MELROSE PARK, ILL. 


Gentlemen: Please send me your 
CURRENT SPACEMASTER CATALOGS. 


REFLECTOR HARDWARE CORP. 


NEW YORK OFFICE MAIN OFFICE, FACTORY PACIFIC COAST OFFICE 


AND SHOWROOM: 
1400 N. 25th AVE. 
MELROSE PARK, ILL. 


AND SHOWROOM: 
225 W. 34th ST. 
NEW YORK 1, N.Y. 


AND SHOWROOM: 
511 West Olympic Blvd 


LOS ANGELES 15, CALIF 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 








HELP WANTED 





BUSINESS OPPORTUNITIES 














SOUTH FLORIDA YARD 
Needs Experienced, aggressive man able to 
assume responsibility in Field of Home Im- 
provement Sales . . . Remodeling, Addi- 
tions, etc. Must be thoroughly experienced 
in all types building materials, selling, esti- 
mating, etc. Ability to make sketches desir- 
able. Salary commensurate with ability, to 
be determined in personal interview. For- 
ward qualifications and other information 
to Box 0-58 Building Materials Merchandiser. 





SITUATIONS WANTED 











Bookkeeper, familiar with lumber terms, 
desires employment in distribution yard, 
some manufacturing or wholesale. Self em- 
loyed for some time. Middle age. Address 
Sox 0-54 Building Materials Merchandiser. 





Wholesale Building Materials executive age 
38 presently employed as General Manager 
of Wholesale Company. Associated with 
building materials and/or millwork busi- 
ness at Wholesale and Manufacturers level 
for past 15 years. College graduate with 
solid experience. Address Box 0-59 Build- 
ing Materials Merchandiser. 





HELP WANTED 








Opening for man who desires to earn in ac- 
cordance with sales each month. Base salary 
in accordance with experience, plus bonus. 
Experience we will consider—sales (walk in 
and contractor) buying, managerial, estima- 
ting, drafting, advertising, land development 
and component production. Must have basic 
knowledge of construction and remodeling. 
Unlimited earnings in most progressive City 
in Eastern Iowa. Independent retail-whole- 
sale yard. Moving expenses paid. Send re- 
sume in confidence with recent photo to Box 
0-48 Building Materials Merchandiser. 





WHOLESALE LUMBER SALESMAN—Work 
with a small, flexible Northern Illinois 
Wholesaler. Represent choice mills in an old, 
established territory. Salary and commission 
plus profit sharing. Address 0-41 Building 
Materials Merchandiser. 





WANTED 

Manager for lumberyard in Central Illinois 
town of 500. Line yard. State minimum sal- 
ary and qualifications. Address Box 0-49 
Building Materials Merchandiser. 





SIDING SALES MANAGER 

The greatest name in the aluminum awning 
industry—ARROW— is expanding its Alumi- 
num Siding Department. We need an alert, 
energetic man who knows this business, and 
has been calling on distributors who are 
volume users. Must be top producer, ac- 
customed to earning high five figure in- 
come. Take charge of our entire Northeast- 
ern Wholesale Division. Backed by the most 
progressive organization in the Home Im- 
provement Industry .. . a name that carries 
the reputation of LEADERSHIP in Man- 
ufacturing, Servicing, Merchandising and 
Programming! 

Call Manny Levine at Arrow Metal Prod- 
ucts, Haskell, New Jersey. Temple 5-5500 


WANTED 
Young, saprensive building supply manager 
for retail lumber yard in growing Georgia 
town of 20,000. Must have character and 
morals above reproach. Good mixer, belong 
to and participate in church and community 
activities. Prefer one financially able to 
buy stock in business, but not a necessity. 
Fine opportunity for right party. Address 
Box 0-50 Building Materials Merchandiser. 








Retail Building Materials Executive 

Expanding Boston chain requires aggressive, 
well organized salesman-administrator to 
run large branch. Will consider top sales- 
man. Excellent salary plus profit sharing. 
Write details of your experience. Address 
Box 0-51 Building Materials Merchandiser. 





Lumber Assistant to owners, capable co- 
ordinate operation kilns, moulding plant, 
yard, warehouse, office, receiving and ship- 
ping. Must be alert, fast moving, physically 
strong, hard worker. New Jersey—Metro- 
politan Area. Give full information and 
salary required. Address Box 0-57 Building 
Materials Merchandiser. 


70 


SALES REPRESENTATIVE 
WANTED 








MANUFACTURERS REPRESENTATIVES 
National manufacturer of Display and Build- 
er’s Hardware, consisting of shelving stand- 
ards and brackets, display components, 
stands & poles, pilaster, clips, kick plates, 
push bars, threshold and etc., wants repre- 
sentatives now calling on the Hardware and 
Lumber trades. Address Box 0-55 Building 
Materials Merchandiser. 





SALES REPRESENTATIVES WANTED 
Lumber Salesmen in Western Pa., Upstate 
New York, Ohio, West Virginia, Virginia, 
Kentucky, North and South Carolina to sell 
on commission imported nails and wire 
products, hardboard, Lauan plywood. ALL 
AMERICAN TRADING CORP., 11 West 42nd 
Street, New York 36, N. Y. 





SALES REPRESENTATIVES OR AGENTS 
WANTED for one of largest manufacturers 
of storm and jalousie door grilles, push bars, 
aluminum door saddles, etc. Few territories 
still open. Write PEERLESS GRILLE, 1060 
Hog Ave., Brooklyn, N. Y., or phone HY 5- 





CORRESPONDENCE COURSES 
DRAWING, ESTIMATING 











Write for information on Two Revised 
Courses for Beginners & Advanced Students 
—(1) Basic Drawing & Light Frame Con- 
struction; (2) Basic Lumber & Millwork 
Estimating. Emphasizes “taking off’ material 
and labor quantities. Drawing instruments, 
forms, plans, tables and estimating rule furn- 
ished. ssons submitted in weekly units, 
graded and returned with individual com- 


ment. 
PHINNEY O. LARSON 
TRAINING COURSES 

1596 Selby Ave. St. Paul 4, Minn. 





BUSINESS FOR SALE 











For Sale—Several lumber yards in Iowa in 
good farm areas, priced low, with clean in- 
ventories, 4 old line Fae company. Address 
Box 0-47 Building Materials Merchandiser. 





FOR SALE—Texas lumber yard, including 
land, buildings, and equipment. Has en- 
joyed good business for many years. Selling 
to obtain funds for other businesses. Will 
require $80,000, a portion of which can be 
financed. Address Box 0-52 Building Ma- 
terials Merchandiser. 


FOR SALE—Home building § construction 
company which owns an addition with 94 
choice lots in a growing Texas city. Last 
year’s net income before taxes, over $40,000. 
Sales price, $80,000. Financing for a part of 
purchase price available. Owner needs cash. 
Address Box 0-53 Building Materials Mer- 
chandiser. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 


Minneapolis 1, Minn. 





Ponderosa Pine de Mexico 

Save $500.00 per car on Soft Textured C & 
Btr. K.D. 4/4 S4S P. P. Surfaced and 
graded to U.S. Standards. ant open 
account. Write American Rep., P. O. Box 88, 
Fort Worth, Texas. 





FOR SALE 
Oak Sticks 342¢ ea. 
Oak Sticks 5 ¢ ea. 


. LUMB . INC. 
CALICO ROCK, ARKANSAS 
USED LUMBER STACKER 
GOOD CONDITION 


Address Box 0-56 Building Materials 
Merchandiser. 
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1 Car, 
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Worst Mistakes of 
Manufacturer and 
Wholesaler Salesmen la 


te! 97 management 
workshops for deal- 
ers and is director 
of the Building In- 
dustries Marketing 
Institute at Purdue 
In a half-dozen Art Hood workshops sponsored by this ne game Agel 
. ris : ticles appear regu- 
magazine and participated in by more than 200 whole- larly in this maga- 
. zine. 
sale salesmen, each man was asked to write anony- 
mously the worst mistake he had ever made in his busi- 


ness career. 


The following is the result, with duplications omitted. 


“Talking price instead of benefits.” 


“Taking the dealer for granted.” 
“Failure to realize that I am responsible, in part, for what a dealer does 


to move our products.” 

“Failed to analyze myself as a salesman, a wholesale salesman and a 
building material salesman.” 

“Failed to use my imagination in meeting price competition.” 

“Allowing customers to irritate me and get me down.” 

“Not knowing the large number of end use packages my dealer could 
sell that include our products.” 

“Assuming that certain dealers could never be sold.” 

“Not understanding the size and extent of the home improvement mar- 
ket.” 

“Butting in on retail sales unsuccessfully.” 

“Failure to work as hard as I think I do.” 

“Quoting extra discounts to a dealer in front of one of his contractor 
customers.” 

“Not realizing the more I know about a dealer’s business, the easier to 
sell him.” 

“Losing an important order because I did everything but ask for it.” 

“Overlooked opportunities.” 

“Being too impetuous.” 

“Not realizing how many ways a wholesale salesman can be of real help 
to a dealer, especially in getting started in the home improvement 
market.” 

“Talking when I should have been listening. I’ve got to learn how to 
really listen.” 


(Continued on next page) 
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The Worst Mistakes of Manufacturer and Wholesaler Salesmen 


i 

(begins on page 71) 

“Letting a dealer talk price to me before I sold my proposition fully.” 

“Not knowing how much there is for my company in the repair and 
improvement market.” 

“Getting into a rut by too much emphasis on price.” 

“Booking small orders when a little digging would have increased their 
size.” 

“Lack of backbone and self confidence.” 

“Talking to a dealer’s customers in an effort to help without getting the 
dealer’s consent. It didn’t help.” 

“Selling ‘to’ the dealer instead of ‘with’ and ‘for’ him.” 

“Failure to realize that preparation is the biggest part of any selling 
problem.” 

“Giving up an account that I thought was a chiseling price buyer. 
Found out later he could be sold, but lost a lot of business before 
I learned how.” 


“Meeting a cut price that existed only in the buyer’s imagination.” 

“Not handling complaints promptly.” 

“Failure to realize that a wholesale salesman should be a professional 
rather than an order taker.” 


There would seem to be much thought for both salesmen and sales 
managers in this list. 


NEW FOR ‘61! — - 
HABITANT FENCE |.) (ge sos 


REYNOLDS | 
ALUMINUM NAILS! [RM Winn 


PEEL TELE HL 
WT HK HTTHHHIIIH PARK AVENUE 
ANOTHER FIRST FROM HABITANT . . . the leader and the most respected name in [uBBBBBSBBDEEEEE LU 1 Ladder tiie! “MILLED” 
wood fence. Now you can offer your customers all the beauty and character Passe ; PICKET 
of wood fence — and guarantee its beauty for life, maintenance-free! No 
streaks, stains and discoloration from rusted nails! Habitant, with the most com- 
plete line of time-proved designs, now is more desirable than ever with weath- 
erproof Reynolds Aluminum Nails. Note: Habitant Fence is regularly assembled 
with galvanized nails; aluminum nails when specified, per current price list. MACKINAW 


ART HOOD 





Thirteen styles, factory-fabricated of Michigan White Cedar — in sections to BARK 
exactly fit your ground plan. Fast, easy installation. Get those extra profits PICKET 
without inventory, without investment. Sell Habitant! The best known rustic 

fence in the country 


LIMITED DEALERSHIPS AVAILABLE. SEND FOR CATALOG AND DETAILS 


A HABITANTS Seco coe 


HABITANT FENCE, INC., BAY CITY 1, MICHIGAN 
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NO OTHER MOWER MANUFACTURER DARES MAKE THIS OFFER! 


LOBER TAKES THE RISK 
AND THE GUESSWORK 


OUT OF YOUR POWER MOWER BUSINESS! 

























You must make money — — — ae $ You cannot lose! 
with Lober Power Mowers €¢ LOBER Power Mowers my Read this 
2} LOBER GUARANTEES Sensational 
CG YOUR SALES! 
3) RISK OF LOSS IS ELIMINATED! Guarantee 
KG IES es Ry SER CRERCE SS 





plus... 


* We select the right %* We select the right prices for 
models and size for you to do you to promote in your area! 


the best business! * We will design special proven 
ads for your store to promote 
* We select the right horsepower! Lober Mowers. 








Lober, of all 
manufacturers, 
EXPANDED in 1961! 


ie Sige Start making big money. 
§ right away! Remember only 


ere MAIL COUPON NOW —————- Lober gives you Guaran- 
uM LOBER é ASSOCIATES | teed Sales. No other 
| cen est, Dept. L-2-27-61 N.Y.C. 23 | manufacturer can make 
| Ge ntlemen: ves: 1 want = ranteed sales. Please rush me | this statement! 
| full information, immediately. | Pp 
WRU soc scenic ns askc ee gawedschaboareveshenescasesesteens ND ASSOCIATES 
PR Gem owe eee eee cect eee e eee e erent eeeeeneeeeees 
| Address awn . ° aie of 

ae eas = eer ree Point: Richmond, Ind. 
— eee ar 3 The World's Largest Producers of Power Mowers Shipments made within 8’ days 

Pueisnekansasdsspab¥eens se oe d - | 7 CENTRAL PARK WEST, N.Y.C. 23, N.Y. JUdson 6-2117 of receipt of your order. 
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11102 First Ave. 


: * NATIONAL MANUFACT 
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ent holder on door casing. 
V-837 Dead Bolt and Chain 
ner is another example of the 
value that has made National 
e choice of better builders 
years... ask for it by name. 


ACTURING CO. 


Sterling, illinois 





